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one year later: “...between the advertiser and the public, stands the telecaster” 
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Greater Cleveland during 1954. This is energy 

enough (so our Dept. of Fantastic Calculating tells us) to lift every s 
man, woman and child in the world as high as the top of Mount Everest. + = 

: , Wie 
A more practical use of this staggering potential has been made, however, mee 
by Cleveland’s 3,000-plus manufacturing plants. They consume a major share 
of it in their production of diverse goods valued at about five billion dollars — 
thereby lifting Cleveland to a new and Everest-like peak among U.S. industrial 
centers. (Since 1950 this productivity has climbed almost 70%. 
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And, as Cleveland pours on the power, an equally impressive current of cash has been 
flowing into the pay envelopes Clevelanders bring home. Money (like electricity) 
makes things happen. 


A small yet vitally effective percentage of Cleveland’s electrical output goes to run the one 
television station exerting the most influence on customers in this tumultuously growing 
market. Inductively coupled to the interests and tastes of Clevelanders, WXEL has a high- 
voltage wallop where it counts most—the unlatching of pocketbooks! If you want to learn how 
truly electrifying WXEL’s potential is (and you should), ask the KATZ agency. 
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Coverage) 
that counts ! 


.--in rich, industrial, outstate Michigan 








Delivering America’s greatest trademarks 
in America’s 36th Market.... 


WIJIM.-TV 





Serves an 





KJEO-TV 


FRESNO, catiF. 


EXCLUSIVE 
UHF MARKET 





ALL stations in the Fresno Trade Area 
ere UHF stations. Los Angeles and San 
Franci t possibly get into this 
area. The fiat Valley topography, sur- 
' ded by ins, and the 4400 
ft. height of the KJEO transmitter 
gives UHF every natural advantage. 

















CHANNEL 
ABC.-TV arriuiate 


GREATER Coverage 
SUPERIOR Reception 

Powerful new 12 KW transmitter 

now ‘in operation with ERP of 
444,000 WATTS 


Covers ALL Central California's 
rich BILLION dollar market. 


123,354 Sets, July, 1954 


REPRESENTED NATIONALLY BY 


THE BRANHAM COMPANY 


Offices in Leading Cities 


O'NEILL BROADCASTING CO. 
FRESNO, CALIFORNIA 
Phone 7-8405 


P. O. Box 1708 
J. E. O'Neill, President 








444 Madison Avenue, New York 22 


So Far, So Fast 
EDITOR: 

I have been watching the progress 
of TELEVISION AGE over the past year 
with a great deal of interest, and | 
can’t remember ever seeing a publica- 
tion go so far so fast. 

You people have really “broken the 
four-minute mile record” in the trade 
paper field. The book is easy to read, 
and your presentation and artwork is 
superb. 

TELEVISION AGE is reflecting and 
living up to its name. More power to 
you! 

Victor M. RATNER 
McCann-Erickson, Inc. 
New York 


Film Sales Tool 
EDITOR: 

As far as our agency is concerned, 
we feel that the TELEVISION AGE “Film 
Sales” listing each month is one of the 
most valuable features in your all-to- 
gether excellent publication. 

We find that by using your list we 
can point out to our clients that simi- 
lar companies in other parts of the 
country are buying film, and especial- 
ly re-runs. Clients, as you know, want 
proof and they want it in black and 
white. 

Thanks very much for offering our 
agency a truly helpful service. 

ANTHONY CARTER 
Thomas & Carter 
Los Angeles 
Looking Forward 


EDITOR: 
I look forward each month to read- 
ing . . . TELEVISION AGE. 


Ropert H. HINCKLEY 
American Broadcasting Co. 
Washington 


Personnel Lists 
EDITOR: 

We would very much appreciate 
having for our files reprints or tear- 
sheets of your Roster Lists of special- 
ized personnel of tv stations through- 
out the country. 





Please include all lists that you have 
published. 

LouIsE SLOANE 

Bostwick Laboratories, Inc. 

Bridgeport 

(note: We have sent Miss Sloane reprints 

of our Station Directory, Chicago and New 

York Timebuyers and Station Film Buyers. 

For copies of these TELEVISION AGE exclusive 

lists write to our Reader’s Service Dept.) 
Caters to Both 

EDITOR: 

There is certainly room in the field 
for a publication that caters to both 
the station and the agency . . . statis- 
tical, informative, newsworthy and 
unbiased. 

Lou POoLLER 
WCAN-TV 
Milwaukee 


Building Trade interest 
EDITOR: 

One of our clients is interested in 
preparing material for television use 
by lumber dealers and hardware deal- 
ers. 

This client makes products that are 
sold through these distribution chan- 
nels and would like to offer his deal- 
ers materials, outlines, scripts, sugges- 
tions, films or whatever might interest 
such dealers in using television to 
promote his product. 

Before they proceed any further 


‘with this plan, they are trying to de- 


termine what interest lumber and 
hardware dealers have in television 
and in such materials as might be of- 
fered them. Do you have any statistics 
or information that might be of help 
to us showing our client that these 
dealers are interested and would use 
such materials if they were made 
available to them? 
J. P. PickeRine 
Howard H. Monk & Assoc., Inc. 
Advertising Counselors 
Rockford, Ill. 
NoTE: “New tv Business: Co-op Advertis- 


” 


ing”, (TELEVISION AGE June, 1954) covers 
methods which would interest Mr. Picker- 
ing’s client. Lumber and hardware dealers 
are just beginning to realize the advantages 
and impact of television advertising. 


Outstanding 
EDITOR: 
. TELEVISION AGE . . . has certainly 
done an outstanding job. . . 
J. W. BLackBuRN 
Blackburn-Hamilton Co. 
Washington 


(Continued on page 10) 





TELEVISION ACE is published monthly by the 


Television Editorial Corp. Editorial, advertising and circulation offices: 444 Madson Ave., 
New York 22, N. Y. PLaza 1-1122. Printing Office: 307-11 Main Street, Kutztown, Pa. Single copy: 50 cents. Yearly subscription in the 
U. S. and possessions: $6; in Canada: $7; elsewhere: $8. Vol. II, No. 1. Acceptance under Section 34.64 P. L. & R. authorized. 
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SAN MATEO 


Ca 
PALO ALTO 


KRON-TV COVERS THIS BIG MARKET... 
® With a population of 3,600,000 


® Spending 4% billion dollars annually on 
retail purchases 


® The eighth largest in set ownership 
---5O COVER MORE ON 
CHANNEL 4 


FREE & PETERS, INC. « NATIONAL REPRESENTATIVES 


ee 


IN THE GREATER SAN FRANCISCO MARKET | 
e+e you cover more on CHANNEL 4 


BECAUSE CHANNEL 4 PROVIDES... 


® Maximum legal power operating at 100,000 watts 


® Highest antenna in San Francisco at 
1441 feet above sea level 


® Low channel frequency insuring stronger signal 


® Top-rated NBC and local programs 


KRO NY 4 
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A new "sales force" 
for advertisers 


A station that serves its 
audience and its advertisers 


NATION'S 


4n 
LARGEST MARKET 


A market with an annual buying 
income of over $2,655,000, 000 


OT for sales 6 


WGR-TV 
BUFFALO 


Covering all of 
Western New York 


REACHING OVER 


410,000 
IV HOMES 


Sales effective coverage plus a 
bonus of 315,000 Canadian homes 


BASIC AFFILIATE 


Owned and operated by 
WGR Corporation 





Representatives: U.S. — Headley-Reed « Canada — Andy McDermott, Toronto 
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One Year Later 


hi o business on the American scene has advanced so rapidly in so short a time as television.” 

With that statement one year ago TELEVISION AGE launched its first issue. Today — 12 
months and more than 1,000 pages later—we consider that description of the dynamics of tele- 
vision to be no less true. 

In the past year the number of stations has increased from 149 to 380. The number of 
sets has increased from 25,000,000 to 32,000,000. 

In large measure we regard it a further reflection of the manifest destiny of television 
that we are able to add as a postscript the words of an important and articulate industry ob- 
server: “No magazine on the industrial scene has advanced so rapidly in so short a time as 
TELEVISION AGE.” 

We are proud to be so intimate a part of the main stream of television’s growth. We re- 
gard our future as inextricably bound with the future of the medium. 

In our first issue we described our policy and our aims. On our first anniversary, we find 
no cause to alter a single line of those objectives: 

TELEVISION AGE is the young voice of a youthful industry too busy to 
speak directly for itself. 

For as long as television operated in a seller’s market, so long has it been 
the silent whipping boy for competing media. 

Now, however—on the threshold of its greatest competition—television can 
no longer afford to absorb silently the gratuitous blows of the opposition. 

Nor can it be served with one hand by those who reserve the other for 
another medium. 

Within a few blocks of the TELEVIsION AGE headquarters here on Madison 
Avenue over a billion dollars worth of advertising is placed annually. 

It is the object of TELEVISION AGE to interpret the commercial facets of the 
business to this golden circle of buyers. 

It is the overall aim of this public ition to keep each segment of the busi- 
ness informed by analyzing the news, charting trends, and, by careful editorial 
selection, giving the complete picture of the television medium. 

It is our further purpose to keep always in view that, at the focal point be- 
tween the advertiser and the public, stands the telecaster. His is a public trust. 
He must protect his facility from the blandishments of over-enthusiastic adver- 
tisers. He must be on guard against pressure groups ever aware of the power of 
the medium he guards. In a real sense he is always fighting for survival. It is for 
the telecaster above all that TELEVISION AGE speaks. 

Moreover, we are committed to the principle of a free and competitive tele- 
vision, free from the encroachment of bureaucracy and from the restrictive legis- 
lation of politicians. 

It is our purpose, in brief, to serve television completely—and exclusively. 

To our friends in the industry, to our supporters and well wishers and to 
our advertisers . . . to all those who, by heart or by hand, have expressed their 
faith in our future . . . we give humble, heartfelt thanks. 

With them we join to say: This is the Age of Television. 

And this is TELEVISION AGE—One Year Later. 

—The Editors 














Each frame -— each scene in the print must be perfectly matched to assure an out- 
standing film production. Leading producers, directors and cameramen know that Precision 


processing guarantees that individual attention. 


Skilled hands and exclusive Maurer-designed equipment are teamed to bring these perfect 
results to each Precision print. Even more important, continuing research constantly 


improves techniques that are already accepted as unequalled in the field. 


In everything there is one best...in film processing, it’s Precision. 
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A division of J. A. Maurer, Inc. 
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Letter from the Publisher 


An Important Service 


The Business Barometer, which you will find in each issue 
on the Tele-Trends page, has become an important bellwether for 
the entire industry. 

This feature was started last October and the current Business 
Barometer encompasses stations with a total billing of over 
$130,000,000. 

These stations represent an important cross-section geographi- 
cally, by network affiliation, and by income. 

We started the Business Barometer in response to requests 
from several industry leaders who felt that television needed an 
accurate monthly index of the ebb and flow of business at the 
station level in the three categories—local, national spot, and 
network. 

Every major industry in the country—steel, automotive, re- 
tailing, textile—has its own index. The TELEVISION AGE Business 
Barometer is the index for the television industry. 

The American Management Association utilized the TELEVI- 
SION AGE Business Barometer in one of its television studies, and 
The Chemical Bank and Trust Company of New York used it in a 
recent appraisal of the tv business. 

The TELEVISION AGE Business Barometer is tabulated by Dun 
& Bradstreet. The individual replies to the questionnaires are 
sent directly to their offices here in New York. Our analysis is 
made on the basis of the complete D&B tabulations. 

If you haven’t sent in the monthly questionnaire in the past, 
we suggest you do so. You will be contributing to an important 
service to the industry. 


Next Month 


In the September issue TELEVISION AGE will present the 
fabulous and fascinating story of the nation’s largest tv advertiser 
—Procter & Gamble. 

Written by James Maxwell and Jane Koester, the feature 
describes the inner workings of this giant corporation—how it 
handles its television advertising, how it works with its seven 
advertising agencies, and how it has become a $400 million enter- 
prise through the magic medium of advertising. 

We at TELEVISION AGE want to thank pac’s Chairman of the 
Board Richard Deupree, President Neil McElroy, and Executive 
Vice President H. J. Morgens for their cooperation in giving us 
the important background information that made this feature 
possible. 


Cordially, 


Steinman Station 
Clair McCollough, President 





Represented by 


MEEKER TY, Inc. 
New York Chicago 
Los Angeles San Francisco 
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‘Whenever a 
campaign de- 
ands Connecticut 
coverage, | check 
WNHC-TV. 

The programs 
make for 

' valuable 
adjacencies . . . 
the signal 
dominates the 
entire market, 
and the schedules 
| have placed 
delivered the 


results wanted.” 


JAN GILBERT 
TIME BUYER 






RYAN HOUSTON, INC. | 


E , _ Here’s why most | 
{ |) time buyers select | 
< WNHC-TV 





MARKET... 
e $6 BILLION PLUS IN 
BUYING POWER... 
e 702,032 SETS IN THE 
AREA... 
¢ 6 STATE COVERAGE 
BETTER BUY? Naturally 


No NEW HAVEN, 
CONN. 
RADIO TOO! 


Ask your KATZ man 
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Letters (Continued from page 4) 


Caught On 
EDITOR: 

... there is no doubt about it, TELE- 
VISION AGE has really caught on and 
is now recognized as one of the top 
books in our business. 

Rosert N. Pryor 
WCAU-TV 
Philadelphia 


Much Good in TAB 
EDITOR: 

I have received favorable comment 
NARTB-TAB 
coverage in the July issue of TELEVI- 
SION AGE. Much good can come to 
the Television Industry through the 
successful operation of a Television 


regarding your merger 


Advertising Bureau. 
Cxiair R. McCo.LioucH 
WGAL-TV 
Lancaster 


Regular Reader 
EDITOR: 

. . . TELEVISION AGE is received here 
regularly and read with great interest. 
Roy JorDAN 
Manager Advertising & 
Sales Promotion 
General Electric Co. 
Syracuse 


Going Places 
EDITOR: 

- an exceptional magazine (TELE- 
VISION AGE) ... I really think . . . is 
going places. 





K & E Pleased 
EDITOR: 
The 


(“Shirt-sleeve Success,” July °54) is 


Kenyon & Eckhardt story 
extremely well handled, and all in this 
organization with whom I have spoken 

are very pleased. 
Joseru P: Braun 
Kenyon & Eckhardt, Inc. 
New York 


Linnea is Right 
EDITOR: 

Everything about TELEVISION AGE— 
make up, typography, art work, pic- 
tures and the content in general—is 
splendid. Enjoyed Linnea’s article 
(TELEVISION AGE, July, 1954)—she is 
right as always. 

Horton W. MALLINSON 
Saranac Lake, N. Y. 


Tele-Centre Excellent 
EDITOR: 

Thank you for the story and picture 
of the Tele-Centre. I have received a 
great deal of fsvorable comment on it. 
It was an excellent job. 

TED BERGMANN 
Du Mont Television Network 


New York 
Gift for Grandchildren 
EDITOR: 
The drawing by Anthony Saris 


(TELEVISION AGE March, 1954) was 
excellent. I'll be proud to save it for 
my grandchildren. 


Ben Lupy Leo BurNeTT 

WIBW-TV Leo Burnett Agency 

Topeka Chicago 
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nothing Whorks Taike Wfantmanship 


Wrantmanship is as inside as an urge. It’s the Crosley Group’s dynamic new dimension in 
selling. Typical of the Group, WLW-A, Atlanta, not only creates the wants but also 
merchandises with you to the point-of-sold. Wantmanship explains why the Crosley Group 
makes more sales faster, at less cost, than any other medium or combination. 






wiw | Radio 
WLW-A | Allanta 
WLW-C | Columbus 
WLW-D | Dayton 
WLW-T | Cincinnati 


the CROSLEY GROUP 


Exclusive Sales Offices: 
New York, Cincinnati, Dayton, 
Columbus, Atlanta, Chicago, Hollywood 


Ne 


< ftARPER- 


©1954, The Crosley Broadcasting Corporation 








CHANNEL 





After only four months on the air WNEM-TV received official notifica- 
tion that CHANNEL 5, WNEM-TV has received the National Award 
from the AVCO Manufacturing Corporation in conjunction with the 
National Broadcasting Company for the most outstanding promotion 
and merchandising of all stations in the NBC Television Network. This 
award is for outstanding promotion and merchandising for the NBC 
Television Network Program, “Hit Parade” which is sponsored by the 
AVCO Manufacturing Company for Crosley Products. — Here’s the 
know-how to make your sales zoom with WNEM-TV paid newspaper 
ads, paid radio promos, TV promos, and floor, counter, and window dis- 
plays at the Point-of-Sale. 


SET COUNT - 205,160 POPULATION 1,000,000 


Sewing SAGINAW 
WEMTY | err 


HEADLEY-REED, NEW YORK, CHICAGO # MICHIGAN SPOT SALES, DETROIT JOHN H. BONE, General Manas 


CHANNEL 


5 NBC - DUMONT 




















q( 31 SPOT OUTLOOK 
Sy National fall buying at local level 
4 will push billings to new high 
on 
% 
| ii 32 NATION’S TOP ADVERTISERS 
4) Nearly 400 familiar brand names 
= ; ‘ 
among spot leaders in past six months 
—-“_ 34 NETWORK PATTERN FOR FALL 
R ¢y cBs and NBC have little choice time 
left . . . aBc and Du Mont add 
36 GOING UP 
Television helps boost Needham. 
Louis & Brorby into bigtime 
38 REEL IMPACT 
Re-runs often rate higher than film 
first runs in major markets 
40 TAXES AND TV 
Major changes in the law important 
to agency and station executives 
a 43 COLOR REPORT 
For the first time 
a nationwide survey of color receivers 
4 74 NORTH OF THE BORDER 
“ Television has a part in the 
on Canadian posi-war boom 
is 
“ DEPARTMENTS 
1e 
- 9 Publisher’s Letter 91 Wall Street Report 
.. Report to the readers The financial picture 
17 Tele-trends 94 Set Count 
The shape of the future Market-bymarket figures 
0 23 +Tele-scope 97 Readers Ask 
What's ahead behind the scenes Questions on films 
27 Newsfront 101 Film Sales 
The way it happened The month’s activity 
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Uhf and towers Portraits of people in the news 
86 Network Schedule 112 In Camera 
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FROM THE CAPITAL OF ALABAMA 





WCOV-TV 
MONTGOMERY, ALABAMA 


@ City Population - 116,200 


@ Home of Maxwell Air Force Base - 


“The Air University” 


@ South’s Largest Livestock Market 





200,000 WATTS 


We'll have this increased power by 
September first to completely cover 
Central Alabama. Good coverage is 


anticipated over a 70 mile area. 














Montgomery, Alabama Channel 20 
Nationally Represented by PAUL H. RAYMER CO., INC. 
ABC - CBS - NBC - DuMont 
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A} NEW VHF See 
WLOS-TV 


| deere CHANNEL 13-Asheville, N.C. 


4 
NA IN 
ST ANTEN Be 
a FEET ABOVE SEA L 


| Serving 198,830 TV Families” 
in an area of 2,058,000 people“ 


S2ioc1>< 





Covering Four Rich Piedmont States 
with 
j Effective Buying Income of 
$2,411 ,466,000** 


170,000 Watts Video— Highest Antenna 
in the South—6089 feet above sea level 


l (FCC Maximum at this elevation above terrain) 
*A. C. Nielsen Co. Report U. S. Television Ownership by Counties 








as of November 1, 1953 
**Sales Management Survey of Buying Power, May 10, 1954 


WLOS-TV 


CHANNEL 13 ¢ ASHEVILLE, N. C. 


Represented Nationally by Southeastern Representative 
Venard, Rintoul and McConnell, Inc. James S. Ayres Company 
New York City, N.Y. \Atlanta, Ga. 






































JACK HARRIS, Vice Pre 


16 August 1954, Television Age 





Houston hits a 


MILLION! 


Metropolitan Houston reached the million population mark 
on July 3rd. This fabulous industrial giant of the Gulf Coast, 
representing a net effective buying income of $1,856,123,000.00, 
becomes the first million population metropolitan area in the South. 
Tremendous expansion of the city itself barely keeps pace with the 
ever-increasing demands of industry. A million strong today, with 
the promise of an eminently greater future, Houston proudly claims 


the slogan of “Industrial Frontier of the South.” 


KPRC is FIRST 


KRPC radio and television remains FIRST in the hearts of 
the metropolitan million. First in morning . . . afternoon . . . 
evening . . . first all the time. 


a. 
NBC and TQN ees Ase 
CHANNEL 2 


HOUSTON 


on the Gulf Coast 


>nted by EDWARD PETRY & CO 
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BUSINESS BAROMETER: 








E 
: 


was a good month for station revenues. The continuing survey conducted by 
TELEVISION AGE shows higher billings in all three divisions: local, national 
spot and network. 








For the eighth successive month television stations reported their figures in in- 





creasing numbers. This time outlets with yearly billings of nearly $130 
millions took part in this first and only analysis of the industry's economic 
condition. Accuracy has been so marked that the figures arrived at are used 
widely as a benchmark throughout the industry. 


The percentage breakdown shows: local business was up 2.3 per cent; national spot 





increased 6.7 per cent; network was 4.7 per cent better than April. 


Local business increase of 2.3 per cent in May over April, the smallest increase in the 





three categories, is explained by the fact that Easter was in April this year 
and the consequent advertising by local merchants tended to make the month a 
high one in total billings. The April increase over March was 7.5 per cent 
and the relatively modest 2.3 percent continued gain in May was, in reality, 
very high considering the fact that it was being compared with such a flush 
business period. 


National spot business in May, with it's 6.7 per cent gain over the previous month, was 
remarkably good. Station representatives often sell the three-month period 
of March, April and May as a cycle and the three are usually close together 
in billings. April, as compared to March, showed an increase of only 0.3 
per cent because of this factor. The gain in May, therefore, was considered 


unusual. 


Survey of representatives shows that their average May billing was very close to the 





TELEVISION AGE figure of 6.7 per cent gain over that in April. One explained 
that his stations ran all the way froma 3.2 per cent increase to 10 per cent. 
Breaking down the "size of market" category of the survey shows a similar 
fluctuation with one size of market showing only a 2.1 per cent gain while 
another went as high as 12.9 per cent. 


Baseball was responsible for much of the increase in national spot billings. While the 





season started officially in mid-April much of the buying was for time in 

May and subsequent months. Spots around games are much in demand. Many of the 
so-called "summer" spot buyers, such as soft drinks, ice cream, beer etc. 
began their campaigns during the month. 
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Tele-trends .or:in:.: 








Network increase of 4.7 per cent came after the low month of April. April's network 
business was 2.4 per cent less than that for March so the increase for May 
was not surprising. 





Sources connected with the networks felt that the increase for May was at least as much 





as 4.7 per cent. They pointed out that their sales departments had sold a 
great deal of business but that changes in rates to stations made total 
station revenues difficult for them to figure. Consensus was that the 4.7 
per cent increase figure was accurate. 


Increases in all market categories were greatest among the stations with the smallest 
billings. This trend has been constant throughout the history of the survey 
and is caused, in part, by the fact that many of these stations have not fully 


explored their revenue possibilities. Sales departments are still building 
business. 


Largest billing stations showed smallest increases in nearly every case and category. 





Most of these stations are well established and, while their growth continues, 
it is not at the same rapid rate as is that of the newer firms. 


STATE OF THE UNION: 





Industrial production in the nation held steady in June after the moderate pickup of 
two index points in May. While the national output was still somewhat below 
last year's unprecedented volume it was still quite large in June. Employment 
increased in June over the May figures. 





Personal income in May was $285 billions, a sustaining factor which kept consumers 
spending freely. Retail sales continued high and stable. Consumer buying in 
May was supported by a small expansion in credii. 








Encouraging statistics for appliance makers have just been released. They show that 
based on 43,580,000 electric customers 96.8 per cent are without air 
conditioners, 96.8 per cent have no dishwashers, 86.3 per cent are without 
freezers, 90.7 per cent are without ironers, 68.4 per cent are without electric 
mizers, and 36.9 per cent are without television receivers. 





Construction continued high with plentiful credit available on easy terms. 





Qutlook is bright for the second half of 1954 with the early soft spots of the winter and 


spring season fast disappearing. Overall a remarkably good business year 
seemed to be in the making. 
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You must face the 


FACTS! 


a to the annual “Iowa Radio-Television Audience 


Survey” conducted for the past sixteen years by 





famed Dr. Forest L. Whan, you can know more about 
the listening-viewing facilities, habits and trends in this State 


than in any other area in the Nation. 


Projecting all recent figures, you'll find that WHO-TV 
offers you ready access to 227,000 television sets in Central 
Iowa — an area that includes an urban population of 566,300, 
a rural population of 545,100. These 1,111,400 people 


have an effective buying income of over 1.7 billion dollars. 


WHO.-TV is, we believe, the first station ever to go on 

the air with programming from 6 a.m. to 12 midnight — 
with the finest NBC-TV network programs .. . 

the best local programs, plus one of the Nation’s 


largest local-talent staffs. Ask Free & Peters! 


SU WHO-TVEE 





> 
Channel 13 - Des Moines + NBC 
Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Free & Peters, Inc. 
National Representatives 
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1 I Mh Get that man! 


i 


f if He’s Jeffrey ae ds man with a folie 





| “But don’t get us’wrong. He’s a =sporiatininded 
sleuth with a clean record of tracking 


down big atidiences in-every town he hits: 


49.8 in New Orleans, top syndicated film _ 





showin town ...first im his time period in 
Philadelphia, beating all the competition 


month after month! 


— ee 


And he’s armed with a new hard-hitting 





é Mer¢handising plan that carries advertising 





inipact right to the point of purchase. 


Here are all the clues you need. 











‘To get your mian—and.top sales résults— 
just ask to seé The Files of Jeffrey Jones, 


ea production of... 


CBS TELEVISION FILM SALES 


with offices in New York, Chicago, Los Angeles, Boston, % 
Atlanta, Detroit, St. Louis, Dallas and San Francigeo. 
Distributor in Canada is S. W. Caldwell Lid., Toronto 


Sources on request 


fHask.... 


. .1954-style — and for quite a different reason! 
The mask of the welder is a common sight 

up and down the prosperous countryside of our 
busy Ohio River Valley. His is only one of the 
many skills in constant demand, at premium 
wages, by hundreds of plants — large and 

little — that thrive in this industrial nerve 
center of America. 





It’s a big area, as befits big productivity, big 
payrolls, and ever bigger potentials . . 
contained within the boundaries of 116 counties 
spread across five states. Here are made 

goods as small as a grommet, as immense as 
super bridge girders — sought eagerly (and 
paid for handsomely) by consumers 

around the world. 


Small wonder that welders in iron masks . 
experts at turret lathes . . deft workers 
on assembly lines . . men and women with 





high specialization they can bring toa Welding skill is only one of many abilities needed in the versatile activ- 

s . . : : ities of West Virginia Steel Corporation, fabricators and distributors of 

diversity of jobs .. all have helped this bustling metal products at Charleston, W. Va. Founded 20 years ago with only 

region amass a total buying power last year that five employees, the company has developed swiftly into one of the 
just missed four billion sales-available dollars. city’s major business enterprises. 


A lot of it went into retail buying during 1953; 
this year may see even more. But this year (as 
last year) , WSAZ-TV is still the only single 
medium of communication that penetrates 

all 116 counties where these dollars are 

being spent. More than ever, as the favorite 
television station in the industrial heart of 





America, WSAZ-TV helps mold the buying Le TR, PIE I Py ME 
chin of th ili 1 Huntington-Charleston, West Virginia 
, SESS GE mote Wen & MmuLoN regular Channel 3 — 100,000 watts ERP 
viewers. It can speak with equally mighty NBC BASIC NETWORK-affiliated ABC and Du Mont 
persuasion on your behalf = if you will Also affiliated with Radio Stations WSAZ, Huntington, and WGKV, Charleston 


Lawrence H. Rogers, Vice President & General Manager, WSAZ, Inc. 
only speak to The Katz Agency today. Represented nationally by The Katz Agency 
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Another First 

Television contributions to ascap this year will 
pass those trom radio for the first time, when the 
annual report to members is made this fall. Un- 
official round figure breakdown of revenue would 
put tv contributions at $9 millions, radio at $8 
millions and all other at $3 millions. 


Front Runner 

Sources close to the White House give John C. 
Doerfer the inside track on the Fcc Chairmanship. 
His friendship with Sherman Adams is well known 
and the fact that the appointment seems caught by 
the summer doldrums strengthens belief that he 
will be the eventual choice for the important post. 


Plugs for Market 

Some Wall Street circles are trying to interest 
the major listed companies sponsoring television 
programs to give one or two minutes of their com- 
mercial time to pointing out advantages of stock 
ownership or stressing the fact the sponsor is pub- 
licly owned. It’s a ticklish issue that would have to 
be cleared with the s.E.c. to be sure it did not 
smack of solicitation to buy stock. Financial circles 
are interested because they believe it would hypo 
public buying and interest in the N. Y. Stock Ex- 
change installment buying policy. 


Network Show 

Tv minded Kenyon & Eckhardt, Inc. (TELEvI- 
SION AGE July, 1954) may be expected to come up 
with a network show for National Biscuit Co. after 
Jan. 1 when it takes over Nabisco Shredded Wheat, 
100 per cent Bran and Milk-Bone Dog Biscuit. At 
present the agency handles the firm’s Ranger Joe 
Cereals. 


““Mass’’ Medium 

Over 65 per cent of u. s. homes are now supplied 
with television sets. This means that nearly 32 
million families in the nation watch tv. That effec- 
tively answers criticism of a few years ago (mostly 
from printed media sources) that television would 
never become a mass medium. 


Popular Bob Lee 

Commissioner Robert E. Lee has made more 
friends in less time in Washington than any Fcc 
commissionet in memory. Typical of this was in- 
vitation from the National Press Club to speak 
before one voi it’s famous luncheons, ( Roosevelt, 
Truman, Churchill, Eisenhower spoke there) an 
invitation that Bob Lee was quick to accept. Very 
few other Fcc members have had the same 
privilege. 


Dow Participations 

Dow Chemical Co. begins its 1954-55 tv sched- 
ule in September with “no less” than 200 partici- 
pations on NBC’s Today and Home shows. Also 
starting in September, Dow, which produces in- 
gredients for some 600 products, will sponsor the 
new NBC-Worthington Miner package, Medic, a 
half-hour “medical Dragnet” slotted opposite / 
Love Lucy three out of four weeks. (The Leland 
Hayward Spectaculars will play every fourth 
week.) Medic commercials will be both for Dow 
Institutional and for Seran-Wrap and Seran Seat 
Covers. 


Cans Catch On 

The success of Lever Bros. canned detergent 
(Lux Liquid)— it’s moved up to first place in sales 
for liquid detergents—is speeding the entry of 
other major detergent brands into the use of cans. 
At the same time several companies are rushing 
ahead with plans to bring out an aersol type of 
dentifrice. One push and your toothbrush is 


loaded. 


Closed Circuit Theatre 

Look for the first of Box Office Television, Inc. 
closed circuit theatre telecasts of Broadway legiti- 
mate shows to be either the musical “By the Beauti- 
ful Sea” starring Shirley Booth or the comedy hit, 
“King of Hearts” with Jackie Cooper and Donald 
Cook. Incidentally there are 100 theatres in 56 
cities, with a seating capacity of over 160,000, 
equipped to carry closed circuit telecasts. BoT has 
stored away equipment for 30 more theatres. 
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SURE TO BE THE HOTTEST SHOW 


SINCE DRAGNET 


NOW ON TELEVISION 
...39 brand new half-hour films 


Thrilling adventure. Mike Waring, The 
Falcon, is an undercover intelligence 
agent for the government. His assign- 
ments take him all over the world—on 
both sides of the Iron Curtain. Wherever 
he goes, The Falcon meets mystery and 
adventure. 


Outstanding production. Exciting for- 
eign backgrounds add to the superb real- 
ism. Inspired production by Hollywood’s 
Harry Joe Brown keeps the action 
trigger-fast! 


A great new star. Charles McGraw, as 
Mike Waring, is the most dynamic person- 
ality on TV since Jack Webb. His pictures 
include “The Killers,” “War Paint,” and 
the soon to be released “The Bridges At 
Toko-Ri.” 


Ready-made audience. The Falcon has 
proved popular during nine great years 
on radio for such sponsors as Procter & 
Gamble, General Mills, and Kraft. 


Low cost per thousand. Nielsen says, 
“Mysteries deliver the lowest cost-per- 
thousand in night-time television.”* And 
the best new mystery-adventure show on 
the market is THE FALCON. 
THE FALCON carries with it NBC FILM 
DIVISION’S exclusive merchandising 
package: 
¢ to help bring in every possible 
viewer 
¢ to help bring in every possible 
customer 
For high-flying sales in your market, 
ride with THE FALCON. Call, write or 
wire today. 


*Based on Sept.-Oct. 1953 Nielsen Television Index. 
Evening shows half-hour or longer. 


NBC FILM DIVISION 


SERVING ALL SPONSORS...SERVING ALL STATIONS 


30 Rockefeller Plaza, New York 20, N. Y. © Merchandise Mart, Chicago, lil. © Sunset & Vine Sts., Hollywood, Calif. 
In Canada: RCA Victor, 225 Mutual Street, Toronto © 1551 Bishop Street, Montreal 
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... MORE THAN 
125 STORIES HIGH: 


KWTYV's new tower—soon to be the world's tallest 
man-made structure—is rushing skyward toward its 
1572-foot destination. 


And KWTY's new studios—soon to be among the 
largest and best equipped in the Southwest—are also 


near completion. 


Here's a glimpse at the KWTV picture you'll have by 
October 1: 


1572-foot antenna 

316,000 watts—video 

158,000 watts—audio 

Oklahoma's largest coverage area*— 
1,401,400 population; 
$1,326,048,000 retail sales 


More people, more money, more 
TV homes than any other 
Oklahoma station! 


*100 microvolt area per engineering computations. Population and sales 
figures—1954 Sales Management Survey of Buying Power. 


Oklahoma's Number 1 television station is heading 
fast toward new heights of sales-effectiveness. You 
can buy this coverage now for your fall campaigns. 
Ask us for the complete story! 


FRED L. VANCE EDGAR T. BELL 
Sales Manager Executive Vice-President 


CBS 


KWTV - CHANNEL 9 
OK LAN ORA € He 


REPRESENTED BY AVERY-KNODEL, INC. 
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RURAL VIDEO. There’s something new 
on the farms of America, and it’s 
spread so fast and far that Govern- 
ment’s Bureau of the Census has de- 
cided to look into the matter this fall. 
That something, of course, is _tele- 
vision. 

Rural video was last tabbed in the 
Bureau’s census of 1950, a time when 
the total 


set-count for the nation 





DR. ROBERT W. BURGESS 
Set counter 


hovered around the five-million mark. 
Now, are that 
families, alone, own almost that many. 


indications country 
A Nielsen study conducted for cps 
Television last fall (and based on the 
J. Walter Thompson “farm counties” 
classification) showed about 4.1 mil- 
lion tv families among the 12.8 million 
living in non-urban areas. Roughly, 
speaking, that means an average pene- 
tration of about 33 per cent—a bold 
increase over the 2.7 per cent of 1950. 

The television poll will be included, 
Bureau Director Robert W. Burgess 
explains, in mid-decade 
Agriculture Census farm operations: 
size, crops, inventories, debts and the 
like. The query on set-ownership will 


the usual, 


fall into the question on equipment 
owned and will be asked of a 20% 
sampling, about 1.1 million farmers. 

Television will be the sole medium 
to be surveyed and “authenticated” by 
the report. (The only other media 


uuvnuvoe Newsfront 


counted by the Federal agency, radio, 
is considered too near saturation to 
provide meaningful data.) As a re- 
sult, close-counting advertising agen- 
cies are already getting excited about 
the probable totals, expected by the 
end of the year: While tv circulation 
has increased six times, it will have 
grown more than 10 times in rural 
America. 


BIG-SCREEN COLOR. That whirring 
noise heard in the background on 
Madison Ave. these days is made by 
advertising agencies gearing up fran- 
tically to be ready to take full ad- 
vantage of color when it comes. And 
that day is more imminent than many 
had been lead to believe. (See Color 
Report, page 43) 

RcA, CBs and Du Mont have entered 
their horses and are jockeying for 
leadership in the big-screen color race. 


CHARLES F. STROMEYER 
Tube maker 


Advertising executives are looking 
at their products with a newly inquisi- 
tive gleam. How soon will color circu- 
lation merit all-out campaigns? How 
will the costs compare with those for 
black and white? Are present pack- 
ages colorgenic to the point of spur- 
ring millions of prospective customers 
to go out and start buying? 

Wise agency chiefs have predicted 
“arrival” when 


color’s large-screen 





sets were available in quantity within 
the $500 price range. Events in the 
past few weeks suggest that that day 
is not far away. Color sets with 19-inch 
tubes will soon be available for $895 
and manufacturers who should know, 
are talking about receivers for much 
less—perhaps half that price—within 
not too many months. 

The tube, whether it is 19- or 21- 
inch, is for the present likely to be 
round, with the phosphors directly on 
its curved face. Whether this is the 
type that will finally become standard 
for all television sets is uncertain. 
Much research is still being done on 
other, simpler models. 

Du Mont 
nounced a 19-inch color tube back in 
April. Their model delivers a 185- 
square-inch picture and has been pro- 


Laboratories first an- 


nounced satisfactory as to brightness, 
color and contrast. cBs-Hytron made 
the headlines with its 205-square- 
incher July 8. RCA came out on July 
19 with its announcement of a 21-inch 
tube. 

cps-Hytron has found interest so 
great that they are worried whether 
production capacity of their plants 
will keep up with demands. The tube, 
named by css president Frank Stanton 
the “205,” has been adopted by Motor- 
ola and Westinghouse as well as a 


number of smaller manufacturers. 





Ww. W. WATTS 


Bigger color soon 
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Capacity of the cps-Hytron plant at 
Newburyport, Mass., is 10,000 color 
tubes a month. Charles F. Stromeyer, 
president, says that this output may be 
enlarged if needed. The plant expects 
to produce 80 per cent of the 50,000 
to 60,000 large screen color tubes 
which will be made this year. First 
price is $175. 


21 INCHER. RCA will demonstrate it’s 
21-inch tube Sept. 15. A new RCA re- 
ceiver, with much simplified color 
circuits, will be unveiled at the same 
time. 

Producers of the new RCA tube see 
many advantages. W. W. Watts, execu- 
tive vice president for the Electronic 
Products Division, sees the RCA mask 
and mounting system as the most sig- 
nificant. The tube will give a 250- 
square-inch picture. 

The question asked by agency and 
advertiser executives: How long before 
color sets will be mass circulated? 
This must be answered by the manu- 
facturers themselves. If they can pro- 
duce a set sufficiently attractive both 
in price and size of tube the public 
will buy. But some big set makers are 
still reluctant to commit themselves. 
Ross D. Siragusa, Admiral president, 
predicted a week before the RCA tube 
was announced that his company 
would have a 2l-inch set on the 
market before Christmas. General 
Electric, Philco and several others are 
known to be experimenting with tubes 
of their own. At a show of new tele- 
vision receivers in Chicago Zenith 
demonstrated a color tv set with a 21- 
inch rectangular tube, the largest of 
that shape yet shown. But it will not 
go on the market at present. 

Philco is planning to show black 
and white color within days and will 
probably make a color announcement 
at the same time. 

While no time and place for the 
next announcement in the battle for 
color leadership is set the pattern of 
continued improvement at an accele- 
rated place may be expected with 
certainty. Color as an advertising 
medium to appeal to the masses is not 
far in the future. 


RATINGS FOR FALL. Late last 
spring, ratings started to slip. The dif- 
ference between May and June listings 
was slight, but from then on, the 
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DR, SYDNEY ROSLOW 
Analyzes 


figures melted — whether Nielsen, 
Pulse, ARB or Videodex. 

One reason, of course, was the old 
matter of summer replacements. Even 
though many sponsors were keeping 
their regular time slots (to insure fall 
berths), they were filling them with 
reissues of their winter shows. Yet 
even a “live” favorite like Godfrey’s 
Talent Scouts, according to the New 
York Pulse, dropped from 42.4 for 
June to 32.4 for July. 


Audience losses for most programs . 


looked about equal, however. Lists of 
the top ten shows, although showing 
lower figures, remained in just about 
the same order. It seemed the Ameri- 
can public was leaving its tv sets in 
the living room to go out and sit in 
the yard. (Radio, made mobile by 
automobile and portable sets, suffered 
considerably less.) It was, simply, the 
hot weather which was pushing tv 
ratings down as fast as it was pushing 
thermometers up. 

But analysts, while still measuring 
the summer slump, were far more in- 
terested in the fall: Nighttime ratings 
probably will remain at about the same 
60-70 per cent level they reached last 
year. “They can’t be consistently ex- 
cellent,” Dr. Sydney Roslow of The 
Pulse explains. “Statistically, the re- 
maining 30 per cent of the public 
almost has to be away from their sets.” 
But with networks offering sturdy new 
program schedules—most of which are 
sold (see story, page 34)—nighttime 
promises to ‘be strong. 

The greatest changes are expected 
in daytime, however. Both nBc-Tv and 


css Television are building up soap- 
ers: ABC-TV is ready to join the rush. 
Listening ladies are sure to hoist sets- 
in-use figures, give daytime a major 
boost. Why so much warm-weather at- 
tention to next fall’s daytime? Be- 
cause it is the one area left for major, 
network expansion, 


“CONTROLLED” FOOTBALL TV. As 
surely as college football schedules are 
announced each year, fans begin to 
wonder what games they'll be able to 
see on television. The answer depends 
largely on the maternal Ncaa’s “con- 
trolled” tv policy as administered by 
tv committee director Asa Bushnell. 

To meet it, a network must first sell 
itself to the NCAA, then negotiate fur- 
ther with colleges for their tv rights 
like a producer who buys a show and 
then must find talent. The stakes 
mount, and last year’s sponsor (Gen- 
eral Motors via NBC-TV) reportedly 
had a $4-million ticket to pay. 

Late last April, the ncaa sold this 
year’s package to ABC-TV for an undis- 
closed amount, the up-and-coming net- 
work closed the deal (a 13-week 
schedule of 15 games, starting Sept. 
18) by promising a succeeding 26 
weeks of minor sports. But when the 
energetic ABC announced the 30 parti- 
cipating teams late last month, it had 
no sponsor. “Shortly forthcoming” the 
network explained. 


Now, football fans are beginning to 
ask if “control” won’t ultimately de- 
prive them of even partial tv coverage. 
How long, they worry, will the NCAA 
expect increasing stakes from a limit- 
ing policy? 





ASA BUSHNELL 
NCAA “Controller” 

















WATER HAZARDS 
we'd like to fall into 








fter a futile week of seeking some 

simple information in the tangle of 
Washington bureaucracy, an_ oil-rich 
Texan finally called on his congressman 
for assistance. This worthy found the 
necessary material in half an hour. De- 
lighted, the Texan wanted to return the 
favor, but the congressman explained that 
helping constituents was all part of his job. 
Our Texan insisted, however, and the con- 
gressman finally admitted that, since golf 
was so popular with the President, he’d like 
to take up the game only he didn’t have 
any clubs. 


Ten days later the congressman got a 
wire from Amarillo: “BOUGHT YOU 
NINE GOLF CLUBS STOP SORRY 
ONLY FOUR HAVE SWIMMING 
POOLS.” 


AM: 10,000 watts, 710 kc. TV: Channel 4. 








Ever wonder what there was to these 


gags about free-spending Texans? Here’s 
a fact: 

Amarillo leads the nation in per family re- 
tail sales—$5,248 in 1953. To make some 
of these sales your own, join the KGNC 
club. The Katz Agency, our national rep- 


resentatives, has membership details. 


[ENE ww.1v 


Amarillo 








NBC and DuMONT AFFILIATE 


Represented nationally by the Katz Agency 
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n potential 


American markets according to population in the coverage 
area of the most powerful television station in each market. 


Charlotte stands IIth in line, outranking such markets 
as Baltimore, Minneapolis, Buffalo, Kansas City, 
Washington and Atlanta. 


Only Charlotte and Atlanta among southern cities 
make the first 20, and Charlotte’s rank is a move upwa 
from 12th in 1953. 


The signs of Charlotte are signs of a market far more 
important than city size indicates. Ranking only 72nd 
in the nation in city size, Charlotte is 55th in 1953 
construction, 36th in wholesale sales and 4th in 
emplaned air passengers per capita. 


rd 


Equally outstanding are Charlotte’s great area stations, 
50,000 watt WBT and top power WBTV, 100,000 watts on 


Channel 3, deserving the first appropriations of any 
advertiser doing business in the Carolinas. 











WBT-WBTV 


CHARLOTTE, N. C. 





The Radio-TV Services 


of the Jefferson Standard 


Life Insurance Compony 
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Spot outlook 


National fall buying 


at local level 


pushes billings to new high 


n national spot, July is the month of decision, 
August the month of action. Advertisers and 
their agencies spend the dog days surveying 
availabilities, adjacencies and participations; 
then, with summer entering its decline, they take 
the plunge and the long haggle for choice spots 
begins. 

Last year, station representatives predicted 
confidently that national spot sales 
would top the $100-million mark, a 

36-40 per cent jump over 1952 
(TELEVISION AGE, September, 1953). 
Indications are that they weren’t far 
off. For 1954, they anticipate a bonanza of $130 
million in spot sales, a healthy 25 per cent hike 





above last year. 

The reasons? For one, advertising is still 
growing and the major slice of the increased 
appropriations is going to tv. For another, there 


1951-$. 







million 





are more stations, and more advertisers use 
them. 

Last year, during the first week in July, one 
of the largest station reps had a list of 70 ac- 
counts in his New York office alone, most of 
them looking for fall availabilities. This year, 
during that same week, there were 107. There 
are more than 2,000 national and regional spot 
advertisers, compared to 200 using network. 

Leading items in spot are packaged foods 
with soaps and other products put out by the 
soap companies hard on their heels. The old 
reliables—cold remedies, anti-freezes, cigar- 
ettes, beer and soft drinks—are again conspicu- 
ous. There are as many 52-week advertisers 
(who simply cut back a trifle over the summer) 
as there are autumn-only campaigners. As one 
station rep explained, those who haven’t spoken 
up by August run a grave risk of not 


31 





finding any time left. 

Yet there are many who can’t speak 
up then. Most stations report that they 
still function on the 30-day-start sys- 
tem: They reserve time only for those 
campaigns due to break within a 30- 
day period. There are many exceptions 
to this, of course. Stations recognize, 
for example, that cold-remedy and 
anti-freeze advertisers must do their 
planning in advance. 

There is a smattering of new prod- 
ucts being introduced via spot. There 
are broad-scale campaigns, running to 
50 and more top markets. There are 
intense drives concentrated in one 
city. In other words, searchers after 
significance can probably find in the 
current spot picture anything they’re 
looking for. 

The one discernible trend is toward 
programs placed on a spot basis. More 
and more agencies recommend cam- 
paigns keyed to sales areas, advertis- 
ing heavily where sales are biggest, 
ignoring areas where a rival product 
is too deeply entrenched. 

Most of the spots are on film. Pro- 
grams produced by such firms as Ziv 


Nation’s top advertisers 


find spot is their star salesman 
in first six months of 54 


Almost 400 brand names are included in 


Television, Television Programs of 
America and mca for spot sale are, 
of course, filmed. Similarly, announce- 
ments tend to combine animation and 
live-on-film: Last year’s contract with 
the Screen Actors’ Guild boosted 
players’ salaries a bit too high for the 
average advertiser. Animation costs, 
like everything else, are up, but many 
clients are working out cooperative 
advertising deals with their regional 
distributors, thus lowering costs. 


Animation Popular 


Another way of keeping costs down 
is to use off-screen voices with either 
live or animated demonstration. Or 
opticals can be substituted for ani- 
mation-steps and live action; old foot- 
age is being revised by putting in new 
sound tracks. And many advertisers 
lean toward animation for - still 
Some viewers who 
resent commercials don’t seem to mind 
them as cartoons. 


another reason: 


Much of today’s bustling activity is 
still in the exploratory stage with many 
large-scale advertisers due to finalize 
their plans just as TELEVISION AGE 


ALBERS MILLING CO. 


Albers Cereals 
(Erwin, Wasey) 


stations) in the ist 


and 7 markets (7 seston) in 
t 


the 2nd quarter, in 


Southwest, Northwest, and 
West Coast areas, with a 


schedule of 3-5 da 


announcements per week per 


market. 


this compilation of spot spending by top 


national advertisers during the first half of 
the year. Under each company (listed 
alphabetically) brand names appear, with 
the agency which handles the product. 
Following are number of markets, number 
of stations for first and second quarters, 


Friskies Dog Food 
(Erwin, Wasey) 


Advertised in 9 markets (13 
stations) in the first six 
months, in the Southwest, 
Northwest, Northeast, and 
West Coast areas, ‘with a 


schedule of 5 day 
announcements or 


participations per week per 


market. 


Ad i i s 
remain gp ying og stations) in the Ist quarter, 





goes to press. There is enough bought 
and paid for, even this early, to indi- 
cate that the national spot bull is 
prancing and roaring louder than ever. 

Among the big campaigns scheduled 
for fall: 

e H. J. Heinz Co. is entering tv for 
the first time with a local 30-minute 
program (produced by Revue Produc- 
tions through McA) in the top 30 
“Heinz markets” on a 52-week basis. 
The campaign, due to start in Septem- 
ber through Maxon, Inc., will be sup- 
plemented by three participations a 
week for 52 weeks on NBCc’s Home. 

e M & M Candy dropped its spot 
program, Johnny Jupiter, in favor of 
announcements. For the first time this 
fall, it has lined up one-minutes in 
what its agency, Ted Bates & Co., calls 
“family audience” time to run for 52 
weeks. The campaign broke in about 
70 markets on August 1. 

e Chesebrough Manufacturing Co. 
dropped Greatest Fights late last 
month, replacing it immediately with 
daytime and nighttime minutes and 20- 
seconds in more than 50 markets. The 
campaign, for all Vaseline products, 


Taystee Bread/Grennan 
Cakes 


(Young & Rubicam) 
Advertised in 20 markets (28 


and 19 markets (22 stations) 
in the 2nd quarter, in the 
Southwest, Southeast, 
Northeast. and North Central 
areas, with shared sponsorship 
of one half hour film program 
per week per market, plus 
schedules of 5-10 day 
announceménts per week per 
market. 


AMERICAN CHICLE CO. 
Beeman’s Gum 
(Ted Bates) 


Advertised in 20 markets (28 
stations) in the Ist quarter, 
and 15 markets (17 stations) in 
the 2nd quarter, throughout 
the U. S. less the Southéast 
area. with a schedule of 2-4 





geographic area and average schedule. 
Geographic areas are defined as Northeast, 
Southeast, North Central, Southwest, 
Northwest and West Coast, and do not 
always reflect advertiser's sales divisions. 
Schedules are reported as “typical” or 
“average” since space limitations make it 
impossible to reproduce in detail variations 
in advertising weight, market-by-market, 
enjoyed by many advertisers. Number of 
markets and stations in each quarter of six- 
month period represents the maximum 
number used by any product as reported 

by N. C. Rorabaugh Co. and, in some 


cases, may not include every station used. 
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ALLIANCE MFG. CO. 
Tenna Rotor/Tenna Scope 
(Foster & Davies) 


Advertised in 68 markets (77 
stations) in the list quarter, 

and 39 markets (40 stations) 
in the 2nd quarter, throughout 
the U. S., with a schedule of 
1-3 night announcements per 
week per market. 


AMERICAN BAKERIES 
COMPANY 


Merita Bread 
(Tucker Wayne) 


Advertised in 13 markets (13 
stations) in the first six months 
in the Southeast area, with a 
schedule of one night time 
half hour film program pér 
week per market. 


night announcements per week 
per market. 


Clorets 
(Dancer-Fitzgerald-Sample) 


Advertised in 16 markets (24 
stations) in the Ist quarter, 
and 13 markets (17 stations) in 
the 2nd quarter, throughout 
the U. S. less the Northwest 
area, with a schedule of 2-5 

night announceménts per week 
per market. 


Dentyne Gum 
(Dancer-Fitzgerald-Sample) 


Advertised in 30 markets (33 
stations) in the list quarter, 
and 18 markets (19 stations) 
in the 2nd quarter, in the 
Southeast, Southwest, North 
Central and West Coast areas, 
with a schedule of 1-2 night 
announcements per week per 
market. 








will run for 52 weeks. McCann- 
Erickson is the agency. 

e Colgate-Palmolive, for its Palm- 
olive shaving cream, is starting a 52- 
week campaign through Bates in the 
top 20-30 markets using Class A 
minutes when available, otherwise 
Class B. For its dental cream, also 
through Bates, Colgate initiated an in- 
tensive drive in late July in only one 
market—Los Angeles. 

e The National Biscuit Co. through 
McCann-Erickson is adding 20 mar- 
kets to the 76 in which its 20-second 
announcements are already running. 
Nabisco, whose 52-week drive plugs 
the entire line, uses principally fran- 
chised Class A spots (e.g. adjacencies 
next to Dragnet, | Love Lucy and 
other top-ranking shows). 

e B. T. Babbitt, Inc., off over the 
summer, will start up its campaign for 
Bab-O in September through Dancer- 
Fitzgerald-Sample. Spots will be used 
in “most major tv markets” on a 52- 
week basis. 

e E. I. du Pont de Nemours & Co., 
for its anti-freeze Zerone-Zerex, will 
sponsor a 15-minute film, Norman 


Sper’s Football Forecasts, for 10 weeks 
beginning October 1 in 100 or more 
markets. Its agency, Batten, Barton, 
Durstine & Osborn, hopes to find a 
suitable Friday night availability. 
Among the cold remedies, Vick 
Chemical Co., through BBD&0, is plan- 
ning to run spots for VapoRub in 40 
of the top 50 markets, for Vatronal in 
20 of them. The Anahist Co., for 
Super Anahist, will use late afternoon 
and early evening minutes in a 
“healthy list” of markets through 
Bates. Grove Laboratories, through the 
Harry B. Cohen Advertising Co., 
scheduling minutes, 20-seconds or 
1D’s in October. (An interesting angle: 
Grove is using no radio in tv cities.) 


Whitehall Changes 


Whitehall Pharmacal Co. for Ana- 
cin cut back on spot. Though the fall 
schedule will be heavier than the cur- 
rent summer one, it will be lighter 
than last fall since the company, 
through the Biow Co., is going more 
heavily into network tv. The Bayer 
Co., through pD-F-s, plans no change in 
its 1954 50-market spot drive for its 


line of aspirin products. 

Food manufacturers are using spot 
heavily as usual. Morton Packing Co., 
through Bates, is buying up minutes in 
some 60 markets for its frozen pies, 
using daytime or nighttime depending 
on ratings of the adjacent shows. Con- 
tinental Baking Co., another Bates 
account, is converting its radio an- 
nouncements to tv as fast as it can 
pick up availabilities. Campbell Soup 
Co., through Leo Burnett, and General 
Mills’ Betty Crocker products, through 
BBD&O, will be in spot. Campbell’s new 
frozen soup will make its debut that 
way this fall. 

Chef Boy-Ar-Dee Quality Foods, 
through Young & Rubicam, is continu- 
ing its 54 campaign of minutes, more 
daytime than nighttime, in 12-15 mar- 
kets; Best Foods, alternately for may- 
onnaise and Nucoa margarine, is run- 
ning a “heavy” schedule of announce- 
ments. General Foods’ Instant Maxwell 
House coffee as well as regular grind 
will continue its current schedule 
through Benton & Bowles: 
pudding, handled by 


(Continued on page 82) 


its instant 


Yar, is being 





AMERICAN HOME FOODS 
Chef Boy-Ar-Dee Quality 
Foods 


(Young & Rubicam) 


Advertised in 15 markets (23 
stations) in the first six 
months, throughout the U. S. 
less the Southeast area, with 
a schedule of 5 day 
announcements per ‘week per 
market. 


G. Washington Coffee 
(Inst.) 
(Charles W. Hoyt) 


Advertised in 4 markets (4 
stations) in the first six 
months, in the Northeast, with 
a schedule of 10 day 
announcements per week per 
market. 


AMERICAN MAIZE 
PRODUCTS CO. 
Amazo Dessert 
(Kenyon & Eckhardt) 


Advertised in 50 markets (68 
stations) in the ist quarter, 
and 53 markets (67 stations) 
in the 2nd quarter, 
throughout the U. S., with a 
schedule of 2-8 day 
announcements per week per 
market. 


AMERICAN MOTORS 
CORP. 


Nash Cars 
(Geyer) 


Advertised in 29 markets (46 
s‘ations) in the ist quarter 
throughout the U. S. less the 
Northwest area, and 6 markets 
(10 stations) in_the 2nd 
enarter in the Southeast and 
Northeast areas. with a varied 
schedule of night 
announcements. 


ANAHIST CO., INC. 
Anahist/Super Anahist 
(Ted Bates) 


Advertised in 68 markets (97 
stations) in the list quarter, 
throughout the U.S., with a 
varied schedule of 6 to 20 
announcements per week per 
market. 


ANHEUSER-BUSCH CO. 
Bud Waffle Syrup 
(D’Arcy) 


Advertised in 6 markets (6 
stations) in the ist quarter 
and 9 markets (9 stations) in 
the 2nd quarter, in the 
Southeast and poumrest, with 
a schedule of 2 night 
announcements per week per 
market. 


Budweiser Beer 
(D’Arcy) 


Advertised in 8 markets (9 
stations) in the Ist quarter and 
15 markets (16 stations) in the 
2nd quarter, in the Southeast 
and Southwest areas with a 
schedule of 5 night 
announcements per week per 
market. 


ANIMAL FOUNDATION, 
INC. 


Hunt Club Dog Food 
(Moser & Cotins) 


Advertised in 7 markets (7 
stations) in the ist quarter, 
and 5 markets (5 stations) in 
the 2nd quarter, in the 
Southeast, Northeast, North 
Central areas, with a schedule 
of 3 day announceménts per 
week per market. 


CHARLES ANTELL, INC. 
Formula #9 


Advertised in 18 markets (19 
stations) in the list quarter, 
and 11 markets (14 stations) in 
the 2nd quarter, throughout 
the U. S., with a schedule of 
day and night announcements. 


ARKANSAS CO-OP RICE 
GROWERS ASSN. 


Riceland/Greenshield Rice 
(M. R. Kopmeyer) 


Advertised in 14 markets (14 
stations) in the list quarter, 
and 18 markets (18 Stations) 
in the 2nd Lag ane throughout 
the U. S. less the West Coast, 
with a schedule of 1 day 
announcements per ‘week per 
market. 


ARMOUR & CO. 
Armour Suds 
(John W. Shaw) 


Advertised in 8 markets (10 
stations) in the first six 
months, in the North Central 
area and Pennsylvania with a 
schedule of 2 to 7 day 
announcements per week per 
market. 


Chiffon Flakes 
(John W. Shaw) 


Advertised in 10 markets (14 
stations) in the first six 
montis in the North Central 
and Northeast areas, with a 
schedule of 2 to 6 day 
announcements per week per 
market. 


Cloverbloom 99 Margarine 
(Foote, Cone & Belding) 


Advertised in 16 markets (18 
stations) in the Ist quarter, 


and 15 markets (15 stations) in 
the 2nd quarter. in the 
Northwest and Southeast 
areas, with a schedule of 3 to 

day announcements per 
week. 


Dial Shampoo 
(Foote, Cone & Belding) 


Advertised in 5 markets (5 
stations) in the list quarter, 
and 7 markets (7 stations) in 
the 2nd quarter, in the 
Southeast and Southwest 
areas, with shared sponsorship 
of one half hour film program 
per ‘week per market. 


Dial Soap 
(Foote, Cone & Belding) 


Advertised in 21 markets (21 
stations) in the list quarter, 

and 23 markets (24 stations) 
in the 2nd quarter, throughout 
the U. S. less the West Coast, 
with shared sponsorship of 

one half hour film program 

per week per market. 


Poultry / Meats 
(Foote, Cone & Belding) 


Advertised in 21 markets (21 
stations) in the first six 
months, throughout the U. S. 
less the Southeast, with a 
schedule of 3 to 5 day 
announceménts, or one half 
hour film program per week 
per market. 


ARMSTRONG RUBBER 
COMPANY 


Armstrong Tires 
(Biow) 


Advertised in 45 markets (55 

stations) throughout the U. S&S. 

in the 2nd quarter, with 

a schedule of 5 to 10 night 

announcements per week 

per market, starting in March. 
(Continued on page 45) 
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‘@ pectacular” and “colorful” might 

well become the key words to 
identify the 1954-55 business season 
for the television networks. But apt as 
the words seem, they probably won't 
be used to describe the traditional 
rivalry between NBC and cBs Televi- 
sion, which seems to have ended for 
this year, at least. The reason: Neither 
has much prime time left to sell. 

And the other networks have been 
busy, too. Take aBc Television, for ex- 
ample. It looked last fall as though the 
Big Two would shortly become a 
triumvirate, with the aBc-United Para- 
mount merger offering a real competi- 
tive threat. Indeed, aBc’s status im- 
proved considerably last season with 
15 sponsored evening hours each week 
in contrast to 1952’s 10 hours. And 
already this fall, aBc-tv has signed 
21% hours of 


time. 


network 
look like 
a cinch to be filled. Among them are 
the full-hour Center Stage, a live drama 
series slated for 8-9 p.m. Thursdays, 
and the ncaa football package, includ- 


sponsored 


Several more slots 


ing pre- and post-game spots. These 
games were seen last year on NBC-TV 
under the notable Motors 
sponsorship. 

The NBC-TV hour-and-a-half- 
long Spectaculars, slated for Saturday, 
and Monday 
alternating basis have stolen the net- 
work headlines. Each of the three is 
scheduled on the network for one out 
of every four weeks for 13 shows—a 
grand total of 39. The Saturday and 
Sunday night series will be under the 
supervision of Max Liebman, noted as 
producer for five years of NBC-TV’s 
Your Show of Shows. Guided by the 
legitimate theatre’s Leland Hayward, 
the Monday night Spectaculars will be 
seen every fourth week from 8 to 9:30 
p-m., eastern time. 


General 
new 


Sunday nights on an 


Spectaculars Sell Outs 


NBC announces each of the Spectacu- 
lars is completely sold out. The lineup 
of sponsors is impressive. Leading off 
Sun., Sept. 12 (7:30-9 p.m.), the first 
will feature screen star Betty Hutton. 


“Life with Father” . . 


Network 
pattern for 
Fall 


CBS and NBC 


are nearly sold out; 


ABC adds new sponsors 


to last year’s list; 


DuMont network promises 


new programs 
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The first three complete shows have 
been purchased by Reynolds Metals 
Co. through Russel M. Seeds. Hazel 
Bishop, Inc., (cosmetics) and the Sun- 
beam Corp. (small appliances) 
through Raymond Spector and Perrin- 
Paus, respectively, are each sponsor- 
ing 45 minutes of the 10 remaining 
The night 
(9-10:30 p.m., beginning Sept. 25) 
will be sponsored by Oldsmobile Div. 
of General Motors. Agency: D. P. 
Brother & Co. Mr. Hayward’s Monday 
night productions, effective Sept. 18, 
will be underwritten by Radio Corp. 
of America (Kenyon & Eckhardt) and 
Ford Motor Co. (J. Walter Thomp- 
Each 
minutes of all programs. 

NBC President Sylvester L. Weaver, 
Jr., has announced that all but six of 
the Spectaculars will be presented in 
RCA’s compatible color. The six which 
will not be transmitted in color are the 
final three in the Saturday night (July 
2, July 30 and Aug. 27, 1955) and 
Sunday night groups (June 19, Jul 


shows. Saturday group 


son). advertiser will have 45 





Inything can happen, and probably will, in “Dis 


World Rights Reserved 


Walt Disney Productions 


neyland-Tv” 


“Medic” will be based on actual cases 


17 and Aug. 14, 1955). All Monday 
night Spectaculars are scheduled in 
color. 

cBs Television, presents an almost 
unbroken line of sponsored daytime 
programming. The Tuesday afternoon 
Robert Q. Lewis Show (2-2:30 p.m.) 
was still for sale in late July. The Big 
Payoff Tuesday and Thursday after- 
noon shows (3-3:30 p.m.) were un- 
sponsored, but the Monday, Wednes- 
day and Friday programs were bought 
by Colgate-Palmolive through William 
Esty. Other unsold spots were segments 
of multi-sponsored audience-participa- 
tion and quiz-variety shows in after- 
noon periods. 

NBC’s daytime weekday lineup is 
nearly sold out with the new Bob 
Smith Show (Mon.-Fri., 12-12:30 
p-m.) and the following untitled half- 
hour currently available. 

At aBc-Tv the most notable addition 
to the nighttime lineup was the hour- 
long extravagantly produced Disney- 
land (Wed., 7:30-8:30 p.m.), slated 


*- 


The Goldberg clan always centers around Molly 


for an early fall premiere. Already 
signed are: American Motors Corp. 
(Nash-Kelvinator and Hudson cars), 
half-hours Advertis- 


weekly (Geyer 


ing); American Dairy Assn., and 
Derby Foods, Inc., for half-hours on 
an alternating week basis (Campbell- 


Mithun and McCann-Erickson). 
Programs Switch 


Two programs new to ABC have been 
brought over from other networks. 
Masquerade Party, Wednesday, 9-9:30 
p-m. has been on cBs for General 
Foods as a summer replacement. At 
ABC, effective Sept. 29, it will be spon- 
sored on alternate weeks by Reming- 
ton-Rand (Young & Rubicam) and 
Knomark Mfg. Co. (Emil Mogul). 
Latter sponsor premieres Oct. 6. In 
another transfer, The Voice Of Fire- 
stone (Firestone Tire & Rubber Co.), 
long-stending regular on NBC-TV will 
be moved into the same weeknight 
spot on ABC: Mondays, 8:30-9 p.m. 
This sale was negotiated directly be- 


tween the network and the advertiser. 
Program’s popular format will remain 
essentially unchanged. 

With few exceptions, all of auc-rv’s 
programs introduced last season have 
been renewed, Among the most pupu- 
lar: Jamie. featuring child-star Bran- 
Wilde (Duffy-Mott alternate- 


week sponsorship through Young & 


don de 


Rubicam), 7:30-8 p.m.; The Danny 
Thomas Show (American Tobacco 
through BBD&O), also Tuesdays at 
9-9:30 p.m.; The Ray Bolger Show on 
Friday at 8:30-9 p.m. which follows 
the durable Ozzie & Harriet family- 
comedy series for Hotpoint Div. and 
Lambert Pharmacal (Lambert & Feas- 
ley and Maxon). The Bolger program 
the Lehn & 


(cosmetics ) 


has two new sponsors: 
Fink and Dorothy Gray 
divisions of Lehn & Fink Products 
Corp. Agency: Lennen & Newell. 
Bowing in with a new sponsor, day 
and time and a revamped format is the 
Wednesdays, 


Stu. Erwin Show on 


(Continued on page 60) 
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Going up... 


Television elevates billings, 


helps lift Chieagos Needham, Louis & Brorby 


into the advertising bigtime 
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elevision came along at just the 
T right time for the Chicago agency 
known as Needham, Louis & Brorby, 
Inc, The solid firm had already start- 
ed major expansion, but it took care 
to be in the forefront of television and 
has, as a result, stepped up to top 
levels. What’s more, NL&B is continu- 
ing to grow. 

NL&B opened shop in 1925 with a 
modest $270,000 in billings. By last 
year, the total had surged beyond the 
$24-million mark. What’s more, a 
“substantial increase” is expected for 
1954. And nearly half today’s volume 
comes from radio and television. 

The growth curve for Needham, 
Louis & Brorby resembles the topo- 
graphical map from Omaha to Denver: 
The gradient is slow but steady until 
you hit the Rocky Mountains. Then— 
whoosh, upward! The agency grew 
steadily but undramatically until 1943. 
It took 18 years to increase the origi- 
nal investment ten times and hit the 
$2.8-million level. But from 1943 to 
1953, billings multiplied another eight 
times, more than doubling during the 
great tv boom years of 1950-53. 

In the latter period, television busi- 
ness increased from 3.6 per cent of the 
gross to 26.6 per cent. The sight-and- 
sound medium magneted a $1.9-mil- 
lion volume in 1951; $4.3 million the 
next year, and $6 million in 1953. 
This year, television alone promises to 
draw a solid $8-million business. 

Started on a shoe string, NL&B to- 
day is a Gordian knot of strength be- 
tween the manufacturer who produces 
and advertises and the public which 
reads, hears, televiews and buys. There 
are many reasons for this strength. 
But the primary one undoubtedly is 
that the three men who have given 
their names to the agency are a seem- 
ingly permanent trio. The triumvirate 
may even hold the record as the long- 
est lived, intact and active agency team 
in existence. 

The agency’s founder-president is 
Maurice H. Needham, 65, who looks 
like a wise, benign and _ wistful- 
humored professor of philosophy. A 
great personal friend of Carl Sand- 
burg, Needham, too, is an expert on 
Civil War lore, particularly data con- 
cerning General Grant. He is also a 
nature-lover: Early morning visitors 
to his 60-acre retreat, “The Pasture,” 
near Woodstock, Ill., may find him 
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intently 


through the field 


peering 
glasses that identify him as a bird- 
watcher. As a counterbalance, he is 


recognized as the organizer for the 
NL&B baseball team. 

A barefoot Needham was cutting his 
cultural teeth by the age of 12 when, 
under the tutelage of a persuasive and 
book-lovin’ druggist, he was reading 
the likes of Voltaire, Emerson and 
Thoreau, Later he attended the Uni- 
versity of Wisconsin to become a 
newspaper man. But by the time he 
was out of school a year and married 
to a gal he met in freshman classes, 
Needham had become critically aware 
that advertising paid far more than 
journalism. 

His first advertising job was with 
Chicago’s Johnson Corp. Subsequent- 
ly his name appeared on the payrolls 
of a number of agency and manufac- 
turing outfits and on the masthead of 
Art Shaw’s magazine, System. 

Also on the System staff was a 
youthful traveler named Melvin Bror- 
by, a Wisconsin Phi Beta Kappa who 
had studied further at Oxford, the 
University of Strasbourg and The 
Sorbonne. 


Saved $1,500 


In the early Nineteen Twenties, 
while the world went wild over gin, 
flappers and coupon clipping, Need- 
ham patiently and laboriously accu- 
mulated $1,500 the hard way. With it 
—plus $12,500 he induced others to 
invest—he founded the Maurice H. 
Needham Co., Jan. 2, 1925. He had 
three modest but cozy accounts, Eagle- 
Picher Lead, Illinois Merchants Trust 
and Kaestner & Hecht Elevator 
companies. 

Brorby joined him at once. Today, 
Brorby at 59 is still there, a multi- 
faceted agency chief. Scholarly, even 
tempered and sensitive, he is basically 
a “writer” and campaign-builder. He 
is also often his agency’s “voice,” a 
crack public relations man. 

A week after they started, Needham 
and Brorby were buttressed by “Big 
Otto” Stadelman, today a vice presi- 
dent and NL&s’s highly regarded media 
director. Another University of Wis- 
consin man, he joined the agency with 
an engineering and accounting back- 
ground. 

John L. (Jack) Louis added his 
name to the shingle in 1929. There are 


Bigtime (and talent) operators 


Maurice Needham 


those who dub him, “one of the ace 
merchandisers—as well as_ tv-radio 
creative men—in the agency business.” 
Now 58, a keen observer and sharp 
analyst, he sees the essentials of a 
problem quickly. In fact, he owns one 
of NL&B’s most perceptive business 
minds. He also owns the majority in- 
terest in KTAR-tv-am Phoenix, (his 
winter home), and KvOA-tv-am Tuc- 
son, KYCA Prescott and KYUM Yuma. 

Jack Louis married Henrietta John- 
son of the Johnson Wax family 
in 1924, is today a director of 
that corporation. So 
joined NL&s, he brought the Johnson 
account with him. For years, during 
the golden age of radio, NL&B was 
called by some the “Fibber McGee and 
Molly” or “Johnson Wax” agency. 
And Johnson’s Wax, like the original 
partners, is still at NLaB. Televiewers 


when he 


are exposed to its polished messages 
on Robert Montgomery Presents and 
Life with Father. 

The NL&B empire embraces 15 major 
accounts, including Peoples Gas & 
Coke, Household Finance, Kraft ( Par- 
kay margarine and salad oil) ; Quaker 
Oats (Ken-L-Ration), Monsanto 
Chemical (“All” detergent), Morton 
Salt, Phenix Foods (Sealtest cheese 
spread), Wilson & Co. (ham, bacon, 
sausage) ; Wilson Sporting Goods and, 
as its newest client, Campbell Soup 
(V-8, Pork & Beans). 

There isn’t a “boom or bust” or 
“honeymoon” client in the lot, and 
there are no automobile, beer or ap- 
pliance accounts on the roster. They’re 
all good for the long haul, for, as one 
NL&B lieutenant puts it, “We spend as 
much time looking into our clients as 
our clients spend looking into us.” 


John Louis 





Melvin Brorby 


Currently, Needham, Louis & Bror- 
by are in television with all six feet. 
Clients spent $4,444,342 on network 
television last year, a tab that is ex- 
pected to reach $6 million in 1954. 
Spot tv billings totalled $1,513,410 in 
1953 and are sure to be a cool $2 mil- 
lion this year. And spot billings for 
radio, too, have boomed. In any given 
month, NL&B puts more than 1,000 
spots on the air, visually or aurally. In 
all, the agency’s clients participate in 
47 local live radio and 26 local live 
tv shows. 

The first thing the agency does in 
handling an account is to assign a 
“task force” to it. The force includes 
a commander, the account executive, 
and officers and troops from copy, art, 
traffic, 

research 


merchandising, production, 
publicity, 


broadcasting is involved—radio and 


media, and—if 
television. Each task force reports reg- 
ularly to the chiefs of staff, the plan 
board consisting of Needham, Louis, 
Brorby, Stadelman, vice president 
William Bager and 


executive Ray Fowler. 


senior account 


Provides Depth 


“This system,” says Needham, “in- 
sures the client against a one-man op- 
eration. It also provides depth of per- 
sonnel fully familiar with each client's 
problems and results in continuity in 
planning and executing his advertis- 
ing, merchandising and publicity.” 

“In most places,” Alan Wallace, vice 
president in charge of tv-radio pro- 
gramming and production, explains, 
“writers, artists and producers start 
and work separately and try to dove- 
tail their labors later. Here we start 


(Continued on page 56) 
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“mf at first you do succeed, run, run it 
again.” That is the capsule history 
of syndicated films made for televi- 
sion. They have succeeded, for the 
most part, and they are being run 
again and again. What’s more, the re- 
sults of repeat performances have 
been little short of startling. 

To get a definitive report on the re- 
TELEVISION AGE has 
quizzed stations, networks, agencies, 
film producers and distributors. Al- 


run situation, 


most without exception, they agree 
that the rapidly growing use of syndi- 
cated re-runs is the most striking cur- 
rent factor in the film picture. They 
do not all agree. however, that it is 
necessarily a healthy trend for the in- 
dustry. 

Several reasons are cited for the 
popularity of re-runs. Chief among 
them: 

* They get surprisingly good rat- 
ings, often surpassing that of the ori- 
ginal showing. 

* The number of homes reached is 
almost always greater, because of new 
sets in use, alone. 

* Only part of the potential audi- 
ence sees the original run. The un- 
tapped portion often gets to look at 
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the second or third showing. 


* Only a small portion of the poten- 


tial audience has seen all the episodes 


in a syndicated series, 

* Many viewers are repeat viewers 
too; they will tune in again and again 
to a show they have once enjoyed. 

* Re-runs are good spot carriers. 


Some stations, such as KTTV Los An- | 


geles, instead of a 60-second opening 
commercial on a re-run, have split the 
time segment into 20-10-20 spots. That 
gives three clients a chance to get in 
on the act and the station to double 
its revenue (since it can charge as 
much for a 20-second spot as it does 
for one-minute) . 

* Re-runs are proven fare. Adver- 
tisers, especially in local and regional 
areas, are understandably reluctant to 
experiment with untried property. 

* Re-runs are good daytime fare. 

* Re-runs are good chiidren’s fare. 
Small fry love to see the familiar. 
Their favorites—westerns, adventure 
tales and the like—are standards and 
vary little from year to year. 

® Last—and probably most impor- 
tant—re-runs of syndicated films are 
cheaper. Even those stations which 
dislike them appreciate the economic 


Re-runs of 
tv films score 
with stations 


and viewers 


facts of television life. 

A recent Nielsen survey underscores 
the pulling power of re-runs. That re- 
search outfit compared 16 network 
programs with their repeat showings 
during the summer. Despite the fact 
that all ratings sag during the warm 
weather period, the re-run ratings 
were 85 per cent as high as the ori- 
ginals (see chart). The re-runs ac- 
tually delivered a greater audience 
share: 52.2 per cent against 52.0 per 
cent. And the second showing demon- 
strated its ability to hold an audience 
—96.0 compared with 97.0. 

Studies of the impact of individual 
syndicated film re-runs are even more 
informative. 

Item: The Stu Erwin Show scored a 
rating of 16.3 on its first run over 54 
stations, reached an average of 2.2 
million homes. Repeated almost im- 
mediately, it had a rating of 17.5 and 
was seen in 3.2 million homes for a 
gain of almost 50 per cent. 

Item: Boston Blackie, on a second 
showing in Philadelphia, hiked its 
rating from 12.0 to 22.7, increased the 
homes-covered figure from 119,000 
to 267,000. 


Item: Amos ’n’ Andy had a first-run 














rating in New York of 21.4, an audi- 
ence share of 43.0 per cent. The next 
time around, the rating jumped to 
38.3; audience share, to 51.5 per cent. 

Item: Big Town was re-run in Los 
Angeles under the title of Heart of the 
City. The rating increased from 6.4 to 
8.3; number of homes reached, from 
70,000 to 112,000. 
WFIL-Tv Philadelphia _re- 
ran some of the episodes of Ramar of 
the Jungle, not once or twice—but 
eleven times. In spite of this number 
of re-runs, the ratings increased over 
100 per cent and showed a substantial 
and consistent monthly growth. 

Item: Victory at Sea on its second 


Item: 


time around in seven cities from coast 
to coast boosted its Nielsen rating 
from 5.2 to 11.3, racked up a 153 per 
cent increase in the number of homes 
reached. 

Producers and distributors, natural- 
ly enough, are enthusiastic about re- 
runs. “They are,” says one prominent 
producer, “the life-blood of our 
profits.” John Mitchell, vice president 
in charge of sales for Screen Gems, 
makes the point that only a year or 
so ago, just a handful of syndicated 
film makers were well-known. Adver- 
tisers—clients and their agencies— 
drove hard bargains for first runs. 
Producers were often forced to sell at 
prices that did not cover their costs 
fully—‘below the negative.” As a re- 
sult they turned to pushing re-runs to 
recoup their production costs and to 
make a profit. 

Market Three Ways 

Currently, series are 
marketed in any of three ways. A spon- 


syndicated 


sor may buy exclusive rights to a 
program for as long as the term of a 
contract; there are no subsidiary sales. 
This is the case, for instance, in ] Love 
Lucy, owned by Philip Morris, and 
You Bet Your Life, offered by De Soto. 
Or a sponsor may buy a series for ex- 
clusive rights in certain markets. At 
the end of a specified time, the dis- 
tributor can syndicate the films as re- 
runs wherever he chooses. And, final- 
ly, a film may be sold to different 
sponsors in a certain number of mar- 
kets; re-runs are marketed almost im- 
mediately in other markets. 

Michael Sillerman, vice president in 
charge of sales for Television Pro- 
grams of America, emphasizes the 


economic factor involved in re-runs 
(his company prefers to call them 
“Encores”). Advertisers, he remarks, 
can have first-run material if they 
want it, but many simply can’t afford 
the tariff. Actually, the notable success 
of re-runs has already had the effect 
of forcing all prices down somewhat. 

Mr. Sillerman admits that abuses 
are entirely possible. Sales of motion- 
picture features on an unlimited basis 
(it is not unusual for these to run as 
many as 17 times in the same market) 
have hurt station and public ac- 
ceptance. He recalls the station owner 
who wanted to cancel the re-runs he 
had bought because his friends were 
“ribbing” him about using second- 
hand merchandise. The rebuttal, de- 
clares Mr. Sillerman, is simple: “Re- 
runs of good quality films are prac- 
tical, sound and efficient programming 
at the lowest possible cost.” 


Buyer Resistance 
A mental block. That’s the way Don 


Kearney, vice president of aBc Film 
Syndication, describes the buyer re- 
sistance to re-runs. “Advertisers object 
to presenting ‘shop-worn’ products.” 
The cure, according to Mr. Kearney, is 
to “show the statistics’—how, in ac- 
tual figures, re-runs have drawn high- 
er ratings and larger audiences than 
many first showings. There will, of 
course, always be enough blue-chip 
advertisers in the major markets to 
insure the continuance of first-run 
syndicated series. Mr. Kearney esti- 
mates that about 30 per cent of the 
$70 million film-for-tv business is now 
in re-runs. 

On the station level, the picture is 
mixed. This survey by TELEVISION AGE 
disclosed that some 16 per cent of all 
stations use no re-runs. Some use as 
much as 90 per cent in their film 
shows. On the average, however, re- 
peat performances constitute about 25 
per cent of the syndicated fare. 

The cost of re-runs ranges from a 
low of 50 per cent (progressively low- 
er for each additional showing) to a 
high of 80 per cent of the original 
price. Most stations feel that two or 
three repeats is about “all the traffic 
will bear.” The consensus is that re- 
runs of syndicated films should not be 
presented as quickly as features. The 
average interval recommended is eight 


(Continued on page 106) 
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Taxes and tv 


Changes in law may 


be important to agency and 


station executives 


Mc: to tv station operators and 
advertising agency heads: If 


you haven’t had your tax lawyer give 
you a complete rundown on the new 
revision of the Federal tax laws—the 
biggest in 64 years—you'd better get 
at it. 

Many of the provisions—and there 
are thousands of them—affect this 
year’s taxes. Many more must be taken 
into account in preparing for taxes 
next year and the years after. 

Here is a checklist of a handful of 
the items you should know a lot about: 


DEPRECIATION: 
The new bill contains more liberal 
depreciation provisions for every busi- 
ness that has important amounts of 
plant and equipment, such as tv sta- 
tions and towers. Under the old law, 
you had to write off the value of this 
property in equal parts, se that a plant 
with 20 years of useful estimated life 
would be depreciated 5 per cent each 
year. The new bill provides for writ- 
ing off about two-thirds of the cost of 
the facility in the first half of its life, 
instead of only one-half the cost. 
You can actually choose any method 
of depreciation you want, so long as 
it is a systematic one and so long as 
no more than two-thirds of the total is 
written off in the first half of the 
property’s life. The new provisions 
apply only to assets having a life of 
three or more years, that were ac- 
quired or on which construction was 
completed after January 1, 1954, and 
only if the equipment or plant was 
new when acquired. 


ACCOUNTING: 

Tv companies, like most others, prefer 
to divide their tax years into four 
13-week periods, and the new bill per- 
mits this. Old law required a corpora- 
tion’s tax year to end on the last day 
of a month. If a 52-week year is used 


40 August 1954, Television Age 


then a 53-week year must be thrown 
in every so often to pick up the extra 
days not accounted for. There are 
many other provisions in the revision 
designed to make tax law more nearly 
compatible with standard accounting 
practices. 


ORGANIZATIONAL EXPENSES: 

You can write off your organizing ex- 
penses within five years or a longer 
period if you choose. Under old law, 
you usually couldn’t deduct these ex- 
penses until your company was finally 


liquidated. 


PAYMENT SCHEDULES: 

If your tax liability is over $100,000 
for any one year, you will have to 
start paying some of it, beginning 
with the taxes on 1955 income, in the 


same year that you earned it. Before,’ 


taxes were almost always paid in the 
year following the earning year. Any 
amount of a company’s 1954 tax that 
is over $100,000 will have to be paid 
in two equal amounts in March and 
June, 1955. For 1955 taxes, the com- 
pany will have to pay 5 per cent of the 
estimated total that is over $100,000 
in September and December of 1955 
and the remainder (90 per cent) in 
two equal chunks the next March and 
June. This percentage will slowly in- 
crease until, by 1959, your company 
will have to pay 25 per cent of the 
current year’s taxes (over $100,000) 
in each of September and December 
and 25 per cent each in the succeed- 
ing March and June. 


PARTNERSHIPS: 

The new bill writes clear rules for the 
first time governing taxes for the 800,- 
000-odd partnerships in the land. 
Under the new set-up, for example, a 
partnership can adopt any fiscal year 
it wants, so long as the partners also 
use the same one. The new bill retains 


the approach that a partnership as 
such is not taxable, but it makes many 
changes in how partners can treat the 
income they receive from it, particu- 
larly in cases where partners leave the 
organization and sell their interest. 


SURPLUS ACCUMULATIONS: 

The new bill keeps the old penalties 
for companies that “unreasonably” 
hang onto earnings for the purpose 
of reducing their stockholders’ income 
taxes, but it eases the standards for 
applying these penalties. The penalty 
can be applied only to an accumula- 
tion above $60,000, where before there 
was no such limit. The tax will be ap- 
plied only on the portion of the ac- 
cumulation eventually found to be too 
high, whereas before that the entire 
taxed. The burden of 


what’s unreasonable is shifted from 


amount was 
the taxpayer to the government. 


LOSS CARRYBACK: 

Net operating losses can be carried 
forward five years under the new bill 
and back two years. Under old pro- 
visions, the carry-forward was the 
same, but the carry-back was only one 
year. The bill also greatly liberalizes 
items that can be included in either 
the carry-forward or the carry-back. 


LOSS CORPORATIONS: 

If you’re thinking of buying another 
company to use its losses for the tax 
benefits of your own, the new bill 
changes things considerably. The bill 
makes it a prima facie case of tax 
avoidance if you pay for another com- 
pany or its assets substantially less 
than the capital-gains tax basis of the 
property, plus the value of the loss 
carry-over, plus other tax benefits. 


ENFORCEMENT: 

If you underpay your company’s 
taxes interest will be charged only 
from the date taxes are due until the 
taxes are paid and will be charged 
only on the amount due. The interest 
charge for underpayments will be a 
flat 6 per cent, against old law which 
allowed a 5 per cent to 10 per cent 
penalty for failure to file, plus a 6 per 
cent penalty for a substantial under- 
statement of the tax. The penalty 
provisions are also changed in several 


other ways. 
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Advertisement 


T. ¥. story board 


A column sponsored by one of the leading film producers in television 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


Designed to pack hard sell between rounds, Sarra’s new series of 50 second TV 
spots for Pabst Blue Ribbon Bouts, provides the answer to the catchy query. 
“What’'ll You Have?” Through clever cartoon presentation, inanimate objects 
assume delightful personalities, chanting the now famous theme, “Finest Beer 
Served Anywhere!” The series delivers an effortless sales TKO with the double- 
O’s in “Smoother-Smoother Flavor” enlarging into coyly winking eyes that re- 
solve magically into an inviting glass of beer. Produced by Sarra, Inc. for Pabst 
Sales Co. through Warwick & Legler, Inc. 

SARRA, Inc. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


Right down to the sizzling sound of frying sausage, Sarra’s series of 60 and 20 
second TV spots are outstanding examples of package promotion and television 
artistry. Live action shots of the product in use and outstanding package display 
are cleverly framed within the product’s trade-mark seal. Effective, portrait-like 
food sequences are engagingly presented through the simple device of a little boy 
obviously enjoying the product. Skillful visual selling produced by Sarra, Inc. 
for Swift & Company through J. Walter Thompson Co. 

SARRA, Inc. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


‘From a shower of shooting stars, Helene Curtis “Lanolin Discovery” dramatically 


emerges in Sarra’s new series of 60 second TV Spots. Woman’s eternal quesi 
for beauty is subtly presented by live action shots featuring the product that 
brings the “breath of life for lifeless-looking hair!” Animation lends ease to a 
brief test-tube demonstration of product content. An exciting series produced 
by Sarra, Inc. in collaboration with Earle Ludgin & Co. for Helen Curtis Indus- 
tries, Inc. 

SARRA, Inc. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 


Sarra deftly combines the powerful appeal of ingenious animation with a hard- 
driving sales message, in a series of 60 and 20 second TV spots for “Vornado” 
Cooling Appliances. To the cadence of a tricky calypso background, the advan- 
tages of Vornado exclusive Vortex circulation are enumerated, as the viewer sees 
the Vornado Air Conditioner in attractive home surroundings, circulating “cooled 
air in every corner of the room.” Created and produced by Sarra, Inc. through 
Lago & Whitebead, Inc. for the O. A. Sutton Corp. 

SARRA, Inc. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 











Color report 


40 stations 
are able to transmit network color; 
10,000 color sets 
are manufactured first 6 months of 1954 


olor television has already had its 
Cc motor running. But now it’s get- 
ting ready to shift into high and get 
rolling with new larger-size, greater- 
space picture tubes, with schedules of 
network programming and with more 
manufacturers in (or getting ready 
for) mass production of color sets. 

Already, an estimated 10,000 color 
sets have been turned out during the 
first six months of this year. More 
than half were manufactured by RCA, 
the leader in color-receiver production, 
whose output consisted of 15” sets. 
That line was curtailed last April in 
anticipation of 21” sets (scheduled for 
September demonstration) and was 
reported recently as “all sold.” 

But set-counts depend, obviously, 
upon color programming. And color is 
expanding, not unexpectedly, via net- 
work first. It is, however, traveling 
unexpectedly fast. Currently, nearly 
40 stations are able to transmit net- 
work programs in color, and another 
five are installing equipment now. 


30 NBC Color Stations 

Among network affiliates, NBc leads 
with 30 stations that can carry color. 
ces Television follows with four sta- 
tions now programming color shows, 
another two (KNXT Los Angeles and 
WBBM-TV Chicago) to be ready mo- 
mentarily. ABC-TV submits a list of six 
color affiliates, with wpsu-tv New 
Orleans the most recent to take to the 
air, July 16. DuMont’s wasp New 
York and wotv Pittsburgh will be 
transmitting some color this fall, while 
w6n-Tv Chicago will follow soon after. 
But most important, the color affiliates 
of all networks are growing and 
promise to grow fast. 

Interestingly, color will not only 
ease its way, like b&w, from East to 


West. It is also getting ready to 
straddle the continent from footholds 
on each coast. And the next major 
expansion seems to be slated for the 
West. KFMB-Tv San Diego and KING-TV 
Seattle are in the process of installing 
color equipment, while networks are 
furnishing outlets in Los Angeles and 
San Francisco as color centers. 

One reason for this unique evolu- 
tion is that aTat’s Long Lines Dept. 
fast 
growth, is prepared to convert existing 


has anticipated multichrome’s 
facilities with relative speed and ease. 
Another reason, at this early stage of 
color growth, is that the greatest ex- 
pansion-and-expense burden falls upon 
the station. 
But coastal interest in color does 
not mean that other sections have 
neglected it. And the true pioneers— 
the first stations to deliver color on a 
local basis—are not necessarily the 
top-most markets. Locally originated 
live color programming has come 
faster to Oklahoma City (thanks to 
enterprising Buddy Sugg of wky-Tv) 
than to Chicago; to Fort Worth (be- 
cause of individualist Harold Hough 
of wBap-Tv) than to Detroit. Others 
of the five stations that can do any- 
thing in color—network, slides-film 
and local “live’—are wtMJ-tv Mil- 
waukee (spurred, in 
competition) and wcBs-Tv and WNBT 


part, by uhf 


New York which, as lead stations, can- 
not be separated from their networks’ 
overall color activities. 

WMAR-TV Baltimore doesn’t expect 
to carry local, live originations until 
next year, but will have color film in 
October and has had color slides since 


last December. This outlet is on the 


air seven mornings a week with new. 


programs in color, carries a total of 


27 multichrome shows a week. “Since 
no station in Washington is on with 
says E. K. Jett, vice 


+] 


color every day,’ 
president and director of television 
and radio, “we receive some thank-you 
letters from that area.” 

Meanwhile, wBEN-Tv Buffalo, which 
has had color equipment on order for 
nearly two years, now has a “good 
portion” of it installed, expects to be 
on the air with local originations by 
the end of this month. Estimated cost: 
$300,000. 

But to measure the national count 
of color sets from its starting point, 
see the list below. It is the result of 
a special TELEVISION AGE survey of 
color stations and is, we believe, the 
first such census to be published. 


ie ee 
~ y Sn & i 

Baltimore WBAL-Tv 50 4 5 59 

wmar-tvy 30 5 12 47 
Boston wsz-Ttv 30 4 30 64 
Buffalo WBEN-Tv 50 1 — 51 
Chicago WBBM-TV - 1,000 

WGN-TV 1.200 

WNBQ 500 3 503 
Cincinnati WLW-T 70 2 20 92 
Cleveland WNBK 100 5 2 107 
Dallas KRLD-TV 100 

wFFa-tv 81 4 30 115 
Denver Koa-tv 35 1 2 38 
Detroit wws-tv 80 3 10 93 
Ft. Worth WBAP-TV . 50 
Houston KPRC-TV 100 
Johnstown wyac-tv 24 1 2 27 
Kansas City woaFr-ty 100 8 5 113 
Lancaster WGAL-TV 25 
Los Angeles KNBH . 500 

KNXT 7 500 
Milwaukee WTMJ-TV 70 
New Haven WHNC-Tv — 3 155 158 
New Orleans wosu-tv 100 5 - 105 
New York WABD 2,000 

WCBS-TV 2,000 

WNBT 2,000 
Oklahoma City wxy-tv . 100 
Omaha wow-tv 10 2 None 12 
Philadelphia WPTZ 1 400 
Pittsburgh WDTV 5 5 
Providence WJAR-TV 4 4 
Salt Lake City kpyi-tv 28 3 2 33 
San Diego KFMB-tvy 7 0 6 13 
San Francisco KRon-tv 90 7 97 
Seattle KiInc-Ttv 44 2 None 46 
St. Louis Ksp-tv 50 5 10 65 
St. Paul KSTP-TV 200 
Toledo wspp-tv 80 2 8 90 
Tulsa KOTV 50 
Washington WNBW 300 
Wheeling wtrr-tvy 20 1 18 39 
Wilkes-Barre WBRE-TV 5 3 8 
Wilmington WDEL-TV 3 3 
Youngstown WFMJ-TV 50 

WKBN-TV 50 
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BEAUMONT, TEXAS, Jefferson County Seat, home of Spindletop Field, birthplace 
of the modern oil industry, a shipping center with a 30-foot deep water channel to 
the sea, an oil refining center responsible for more than 10° of the U. S. total, as 


well as a wholesale and manufacturing center 


PORT ARTHUR, TEXAS, in Jefferson County, also an Industrial Center, is the second 
largest deep water port in Texas with a 36-foot deep water channel to Gulf of Mexi- 





co C dities shipped include petroleum and by products, grain, lumber, and PORT ARTHUR 
sulphur. 


ORANGE, TEXAS, Orange County Seat, also industrial deep water port; lumber, 
rice, cattle country, on Gulf Coast of Texas. Heavy industrial, petro-chemical, steel 





fabrication and ship-building. The combined tonnage of imports and exports is ex- 
ceeded only by one other U S. port New York. 
REPRESENTED NATIONALLY BY 


AND 
COMPANY 


BEAUMONT — PORT ARTHUR — ORANGE 





78th in population in the US OFFICES IN: NEW YORK, CHICAGO, LOS ANGELES 
78th in manufacturing employees SAN FRANCISCO, ATLANTA, DALLAS 
75th in retail sales JOHN ROSSITER 


Vice President -Gen. M 


FRANK BROWNE 
Com. Manager 














Spot Advertisers (Continued from page 33) 


AUTO GRANT CO. 
Rocket Ignition Unit 
(A. Meyerhoff) 


Advertised in 36 markets (38 
stations) in the first six months 
throughout the U. S., with a 
schédule of ten minute night 
time demonstration programs 
in each market. 


B & B ENTERPRISES 
Tv Time Popcorn 
(M. M. Fisher) 


Advertised in 21 markets (24 
stations) in the ist quarter. 
and 12 markets (13 stations) ‘in 
the 2nd quarter, in 
Southeast, Northeast, and Ohio 
areas, with 
3 day announcements per wee 
per market. 


B. C. REMEDY CO. 

B. C. Headache Remedies 
(N. W. Ayer & Harvey- 
Messengale) 


Advertised in 28 markets (38 
stations) in the first six 
months, throughout the U. S., 
with an average schedule of 4 
day announcements per k# 
per market. 


B. T. BABBITT CO. 
Bab-O Cleanser 
(Daneer-Fitzgerald-Sample) 


Advertised in 69 markets (85 
stations) in the first six 
months, throughout the U. S., 
with a schedule of 4 to 10 day 
cunouncements per week per 
market, with heavy schedules 
in their top markets. 


Glim Detergent 
(Harry B. Cohen) 


Advertised in 12 markets (12 
stations) in the first six 
months, throughout the U. S.. 
with an average schedule of 
6 day announcéments per week 
ond sotrnet beginning in 

arc’ 


P. BALLANTINE & SONS 
Ballantine Beer 
(J. Walter Thompson) 


Advertised in 18 markets (26 
stations) in the first quarter, 
and 22 markets (32 stations) in 
the 2nd quarter, in the 
Northeast and Southeast areas, 
with a schedule of half hour 
film programs plus night 
announcements. 


BARDAHL OIL CO. 
Oil Additive 
(Mackay) 


Advertised in 42 markets (52 
stations) in the first six 
months, throughout the U. S&., 
with an average schedule of 3 
night announcements per week 
per market. 


BARTON MFG. CO. 
Dyanshine Shoe Polish 
(Gardner) 


Advertised in 31 markets (35 
stations) in the first six 

hs, throughout the U. S. 
less New York and New 
England, with a schedule of 
3 to 6 day or night 
announcements per week per 
market. 


BEATRICE FOODS CO. 
Meadow Gold Dairy 
Products 

(Foote, Cone & Belding) 
Advertised in 14 markets (15 


stations) in the first six 
months, throughout the U. S., 








less the West ocak, with a 
schedule of night 
announcements and half hour 
film programs in each market. 


BEAUTE VUES CORP. 


Nutri Tonic Permanent 
Wave 


(Hickson & Jorgenson) 


Advertised in 9 markets (9 
stations) in the Ist Ce in 
the Southwest, No 
North Central ‘and West 
areas, and in 14 markets (14 
stations) in the 2nd quarter, 
torememont the U. S. less the 
porthenst. with a schedule of 
2 to 4 day announcements per 
week per market. 


BENRUS WATCH CO. 
Benrus Watches 
(Cecil & Presbrey) 


Advertised in 48 markets (52 
stations) in the first six 
months throughout the U. S&., 
with varying schedules of 
night time announcements in 
each market. 


BEST FOODS, INC. 
Hellman’s Mayonnaise 
(Dancer-Fitzgerald-Sample) 


Advertised in 31 markets (36 
stations) in the 2nd quarter, 
throughout the U. S., with a 
schedule of 2 to 4 or - 
night announcements 

week per market, with Sevier 
schedules in their important 
markets. 


Nucoa Margarine 
(Dancer-Fitzgerald-Sample) 


Advertised in 56 markets (73 
stations) in the Ist quarter. 
and in 33 markets (42 stations) 
in the 2nd quarter, throughout 
the U. S., with a schedule of 
5 to 10 day announcements per 
week, ‘with heavier schedules 
in the top markets. 


BLATZ BREWING CO. 
Blatz Beer 
(Weintraub) 


Advertised in 29 markets (34 
stations) in the Ist quarter 
and 20 markets (24 stations) ‘in 
the 2nd quarter, throughout 
the U. S., less the West Coast 
with a schedule of 4 to 10 
night announcements per 
week per market. 


BLOCK DRUG CO. 
Polident 
(Cecil & Presbrey) 


Advertised in 49 markets (54 
stations) in the Ist quarter, 
and 43 markets (50 stations) in 
the 2nd quarter, throughout 
the U. S., with a schedule of 2 
to 4 night announcements per 
week per market. 


BLUE PLATE FOODS, INC. 
Blue Plate Food Products 
(Fitzgerald) 


Advertised in 18 markets (18 
stations) in the first six 
months, in the — v7 and 
Southeast areas, wi 

schedule of 2 to 5 night 
announcements per week per 
market. 


BOND STORES, INC. 


Clothing 
(Biow) 


Advertised in 10 markets (10 
stations) in the first six 
months throughout the U. S.., 
less the Northwest area, with 
schedules of five minute, ten 
minute, or fifteen minute local 
programs in each market. 








BORDEN CO. 
Borden’s Biscuits 
(Young & Rubicam) 


Advertised in 15 markets (15 
stations) in the first six 
months throughout the U. 8S. 
less the West Coast, with a 
schedule of 2 day 
announcements per week per 
market. 


Dairy Products 
(various) 


Advertised in 46 markets (55 
stations) in the first six 
months throughout the U. &., 
with a variety of schedules, 
ranging from 2 to 15 day or 
night announcements per week 
per market. 


BOSCO CO. 
Chocolate Syrup 
(Ruthrauff & Ryan) 


Advertised in 37 markets (47 
stations) in the first six 
months throughout the U. S., 
with a schedule of 2 to 5 day 
announcements per week per 
market, with heavier schedules 
in the larger markets. 


BRILLO MFG. CO. 
Brillo Cleanser/Soap Pads 
(J. Walter Thompson) 


Advertised in 9 markets (15 
stations) in the first six 
months, in the North Central, 
West Coast, and North 
areas, with a schedule of 
night time half hour film 
programs plus day 
announcements. 


BRISTOL-MYERS CO. 
Ipana 

(Doherty, Clifford, Steers & 
Shenfield) 


Advertised in 13 markets (13 
stations in the ist quarter, 
and 21 markets (22 stations) in 
the 2nd quarter, throughout 
the U. S. less the West Coast, 
‘with part sponsorship of one 
night time half hour film 
program per week pér market. 


Vitalis Hair Cream Oil/ 
Hair Tonic 


(Doherty, Clifford, Steers & 
Shenfield) 


Advertised in 14 markets (14 
stations) in the first six 
months, in the Northeast, 
Northwest, Southeast, 
Southwest areas with shared 
spencoreate of one night time 
half hour film program pér 
week per market. 


BROCK CANDY CO. 
Brock Bars 

(Liller, Neal & Battle) 
Advertised in 12 markets (12 
stations) in the first six 
months in the Southeast with 


a schedule of 4 or 5 night 
announcements starting in 
March. 


BROWN & HALEY CO. 
Mountain Bar Candy 
(Honig-Cooper) 


Advertised in 9 markets (9 
stations) in the first quarter 
and 6 markets (6 stations) in 
the 2nd quarter, in the West 
Coast and Northwest areas, 
with a schedule of one night 
half hour film , pono per 
week per mark 


BROWN & WILLIAMSON 
TOBACCO COMPANY 


Kools 
(Ted Bates) 


Advertised in 122 markets (175 
stations) in the first six 





months throughout the U. &., 
with a varied schedule of night 
time announcements ranging 
from 7 to 8 per week up to as 


many as 60 per week in their 
impertant markets. 

Raleighs 

(Russell M. Seeds) 
Advertised in 54 markets (75 
stations) in the ist quarter, 
and markets (88 stations) in 


the 2nd quarter, throughout 

the U. S., with a schedule of 
3 to 5 night announcements, 
with heavier schedules in their 
top cities. 


Viceroys 
(Ted Bates) 


Advertised in 39 markets (43 
sattene) in the Ist quarter, 
and 119 markets (163 stations) 
in the 2nd quarter Chronqhow, 
the U. S., with a schedule of 
2 to 5 night announcements 
per market per week. 


BROWN SHOE CO. 


Shoes 
(Leo Burnett) 
Advertised in 19 markets (19 


stations) in the first six 
months throughout the U. &., 
with a day time half hour 
film program. 


E. L. BRUCE CO. 
Floor Wax 
(Christiansen) 


Advertised in 20 markets (23 
stations) in the first six 
months, throughout the U. S.., 
with an average schedule of 4 
day announcements per week 
per market. 


BULOVA WATCH CO. 
Bulova Watches 

(Biow) 

Advertised in 135 markets (168 
stations) in the first six 
menths, throughout the U. &., 


‘with various schedules of 
night time announcements. 


BURRUS MILLS, INC. 
Lightcrust Flour 
(Tracy-Locke) 


Advertised in 8 markets (12 
stations) in the ist quarter in 
the southeast and southwest 
areas, and 14 markets (19 
stations) in the 2nd quarter 


with a schedule of 5 to 7 night 
announcements per week per 
market. 


CVA CORP. 
Roma Wine 
(Foote, Cone & Beldin, 


Advertised in 27 markets (41 
sates) in the ist quarter, 
and 22 markets (31 stations) in 
the 2nd quarter, throughout 
the U. S. less the Southwest 
area, with a schedule of night 
time announcements and local 
news and sports programs. 


CALO DOG FOODS, 
Dog/Cat Food 
(Frank Wright National) 


Advertised in 10 markets (11 
stations) in the first six 
months, throughout the U. 8. 
less the Southwest, with a 
schedule of night fifteen 
minute or half hour programs. 


INC. 


CAMPBELL CEREAL CO. 
Malt-O-Meal 
(Campbell-Mithun) 
Advertised in 12 markets (15 
stations) in the ist quarter in 
the West Coast, North Central, 
Northwest, and Southwest 
areas, and 4 markets (6 
(Continued on page 48) 
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Now for the first time... 


here are the vital facts on 


ytime profile 


It’s the first nationwide survey of Daytime TV audiences... 
and it’s ready for you now. 


IF YOU SELL... 


soaps, soups, cereals, cars, cigarettes, appliances, packaged desserts, 
home permanents, home repairs or almost any other product... 


YOU'LL FIND DAYTIME TV VIEWERS ARE YOUR BEST CUSTOMERS ! 


Here are the highlights of some of the findings: 


Two out of every three TV homes are daytime homes. 
Daytime viewers are younger. 

Daytime families are larger. 

More daytime families have children. 

Daytime families have larger incomes. 

Daytime families spend more for almost all products. 


For example, compared to non-daytime viewers, they buy 17% more 
laundry soaps and detergents...30% more shampoos...37% more packaged 
desserts ...68% more new automobiles! 


You just tell us what you want to sell, and we can show you 

the facts on the best customers for your products and the most effective 
programs to reach the greatest number of active buyers. Your local 
NBC representative has the complete story. Call him today. 





TELEVISION 


a service of Radio Corporation of America 
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Spot Advertisers (Continued from page 45) 


stations) in the 2nd Gores in 
the West Coast and rth 
Central areas, with a schedule 
of 3 to 5 day or night 
announcements per week per 
market. 


CAMPBELL SOUP CO. 
Ketchup 
(Dancer-Fitzgerald-Sample) 


Advertised in 30 markets (34 
stations) in the ist quarter, in 
the Northeast, North Central, 
Southeast, and Northwest 
areas, with a schedule of 5 to 
10 day announcements per 
week per market, during 
January and February. 


CANADA DRY GINGER 
ALE CO./BOTTLERS 
Ginger Ale 

(various) 

Advertised in 42 markets (43 
stations) in the first six 
months throughout the U. S., 


with a schedule of night time 
half hour film programs. 


CANTRELL & COCHRANE 
CORP 


Super Soft Drinks 
(Ted Bates) 


Advertised in 20 markets (29 
stations) in the first six 
months, throughout the U. S., 
with a schedule of 2 to 4 day 
or night announcements per 
week per market. ‘with heavier 
schedules in their more 
important markets. 


CAPITAL AIRLINES 
Air Travel 
(Lewis Edwin Ryan) 


Advertised in 7 markets (8 
stations) in the first six 
months in the North Corel 
and Southeast areas, with 
schedule of 1 to 2 night 
announcements per week per 
market. 


CARGILL, INC. 
Nutrena Dog Food 
(Bruce R. Brewer) 


Advertised in 15 markets (17 
stations) in the first six 
months in the a Central, 
Northwest, Southeast, 
Southwest. with a schedule of 
1 night time fifteen minute 
program per week per market. 


CARTER PRODUCTS, INC. 
Arrid Cream Deodorant 
(SSC&B) 


Advertised in am spastete (30 
stations) in the ist quarter 
and markets (45 Stations) 


uarter 
¢ e U. 3 with a 
schedule of 1 or R night 
announcements, 
= ber ” week per 


Rise Shave Cream 
(SSC&B) 


Advertised in 20 markets (20 
stations) in the ist quarter, 


night announcements and 
ogg ye gee ranging from 1 
3 per week per market. 


CASITE CORP. 
Lubricants 

(Keeling) 

Advertised in 12 markets (12 
stations) in the ist quarter, 
in the Southwest, West 


Southeast, North a and 
Northeast areas with 








schedule of 1 night 
announcement per week per 
market during January and 
February. 


CHESEBROUGH MFG. CO. 
Vaseline Products 
(Cayton) 


Advertised in 51 markets (64 
stations) in the first six 
months throughout the U. &., 
with a schedule of one night 
fifteen minute sport program 
per market, plus night 
announcements in their more 
imporant markets. 


CHRYSLER CORP. 
Chrysler Cars 
(BBD&O) 


Advertised in 8 markets (12 
stations) in the first six 
months, in the West Coast, 
North Central, Northwest, 
Northeast areas with a varied 
schedule of night 
announcements during March 
and April 


CIRCUS FOODS, INC. 
Peanuts 


(BBD&O) 
Advertised in 7 markets (7 


t 
schedule of one fifteen’ minute 
program per week per 
market. 


COCA-COLA CO./ 
BOTTLERS 

Coca-Cola 

(various) 

Advertised in 61 markets (80 
aattene) in the ist quarter. 


markets (97 stations) in 
the ~. quarter, throughout 


the U. S., ‘with a schedule of 
»- - night half hour film 
program and day and ~ 


announcements. e spot 
schedules vary from 2 per 
week to as many as 40 or 50 
per week. 


ee ane VE 
COMPAN 


Colgate ae 
(Ted Bates) 


Advertised in 19 markets (23 
stations) in the first six 
months, in the North Central 
and Northwest areas, with a 
schedule of 5 to 10 day or 
night announcements per week 
per market. 


Colgate Shave Cream 
(Bryan-Houston) 


Advertised in 48 markets (52 
stations) in the first six 
months Groughost the U. S., 
with a schedule of 1 or 2 night 
announcements per week per 
market. 


Florient Aerosol Air 
Deodorant 


(Street & Finney) 


Advertised in 18 markets (19 
stations) in the first six 
months in the Northeast area, 
with a schedule of 2 day 
announcements per week per 
market. 


Lustre-Color Hair Coloring 
(Lennen & Newell) 


Advertised in 15 markets (16 
stations) in the Ist quarter 
throughout the U. S. less the 
Northwest area, and 11 
markets (13 stations) in the 
2nd quarter in the Southwest, 
West Coast, and North 
Central areas, with a schedule 








of 2 or 3 day announcements 
per week per market. 


Palmolive Shave Cream 
(Ted Bates) 


Advertised in 49 markets (49 
stations) in the first six 
months throughout the U. S., 
with a sch le of one night 
participation per week per 
market. 


Rapid Shave Cream 
(Bryan-Houston) 


Advertised in 11 markets (11 
stations) in the Ist quarter, 
and 7 markets (7 stations) in 
the 2nd quarter, in the West 
Coast, North Central, and 
Northeast areas, with a 
schedule of 1 or 2 night 
announcements per wéek per 
market. 


Super Suds 
(Cunningham & Walsh) 


Advertised in 19 markets (21 
stations) in the 1st quarter in 
the Southeast and Southwest, 
and 25 markets (28 stations) 
in the 2nd quarter, with a 
schedule of 6 to 9 day 
announcements per week per 
market. 


Vel Detergent 
(William Esty) 


Advertised in 30 markets (32 
stations) in the first six 
months throughout the U. S., 
with a schedule of 2 to 4 day 
announcements per week per 
market. 


COLONIAL STORES, INC. 
Food/ Stores 
(Liller, Neal & Battle) 


Advertised in 12 markets (14 
stations) in the first six 
months in the Southeast, with 
a schedule of night 
announcements and day half 
hour programs. 


COLUMBIA BAKING CO. 
Southern Bread 
(Freitag) 


Advertised in 6 markets (6 
stations) in the first six 
months in the Southeast, with 
a schedule of 3 to 5 night 
announcements per week per 
market, starting in March. 


COMSTOCK CANNING CO. 
Pie Sliced Apples 
(Leo Burnett) 


Advertised in 6 markets (8 
stations) in the first six 
months, in the West Coast, 
North Central, Northeast 
areas, with a schedule of 3 
day announcements per week 
per market. 


CONGOLEUM-NAIRN, INC. 
Floor/Wall Covering 
(McCann-Erickson) 


Advertised in 20 markets (20 
stations) in the ts quarter 
throughout the U. and 31 
markets (31 Qcinaah in the 
2nd quarter, with a schedule 
of alternate week sponsorship 
of one night half hour film 
program per market. 


CONTINENTAL AIRLINES, 
INC, 


Air Travel 
(Galen E. Broyles) 


Advertised in 7 markets (7 
stations) in the ist quarter 
and 4 markets (4 stations) in 
the 2nd quarter, in the 
Southwest and Northwest 
areas, with a schedule of 2 to 
3 night announcements per 
week per market. 








CONTINENTAL BAKING 
COMPANY 


Wonder Bread/Hostess 
Cakes 


(Ted Bates) 


Advertised in 31 markets (40 
stations) in the Ist quarter 
and 40 markets (51 stations) 
in the 2nd quarter, throughout 
the U. S., with a schedule 
of 2 to 5 night announcements 
per week per market. 


CONTINENTAL OIL CO. 
Conoco 
(Benton & Bowles) 


Advertised in 22 markets (28 
stations) in the first six 
months in the Southeast, 
Southwest, and Northwest 
areas, with a schedule of 2 to 
5 night announcements per 
week per market. 


CONVERTED RICE, INC. 
Uncle Ben’s Rice 
(Leo Burnett) 


Advertised in 21 markets (23 
stations) in the first six 
months throughout the U. S., 
with a schedule of 2 to 5 dav 
announcements per ‘week per 
market, with heavier 
schedules in their important 
markets. 


ADOLPH COORS 
BREWING CORP. 
Coors’ Beer 

(Costa, Bakewell & Fox) 


Advertised in 9 markets (9 
stations) in the first six 
months in the Southwest, with 
a schedule of 1 night half hour 
program per week per market. 


COTT BEVERAGES, INC. 
Soft Drinks 
(various) 


Advertised in 9 markets (10 
stations) in the 1st quarter, in 
the Northeast and Southeast, 
and 10 markets (12 stations) 
in the Northeast, Southeast 
and North Central areas, with 
a schedule of 1 nignt alf 
hour program per week per 
market. 


CUDAHY PACKING CO. 
Old Dutch Cleanser 
(Grant) 


Advertised in 22 markets (31 
stations) in the first six 
months in the West Coast, 
Southeast, North Central and 
Northeast areas, with a 
schedule of 5 to 10 day or 
night announcements per 
week per market. 


R. B. DAVIS CO. 
Swel Frosting 
(Samuel Croot) 


Advertised in 26 markets (28 

stations) in the first six 

months throughout the U. S&., 

with a schedule of 1 or 2 day 

time announcements per wee! 

aa market, starting in 
bruary. 


DELTA AIRLINES, INC. 
Air Travel 
(Burke, Dowling, Adams) 


Advertised in 7 markets (10 
stations) in the first six 
months in the Southeast and 
Southwest areas, with a 
schedule of 3 to 7 night 
announcements per week per 
market. 








DERBY FOODS, INC. 
Peter Pan/Derby Foods 
(McCann-Erickson) 


Advertised in 15 markets (16 
stations) in the first six 
months throughout the U.S., 
with a schedule of one night 
half hour show per week per 
market. 


DR. PEPPER CO./ 
BOTTLERS 


Dr. Pepper Soft Drinks 
(various) 


Advertised in 11 markets (13 
stations) in the —¥ six 
months in the West Coast, 
North Central, Southwest 
areas, with a schedule of 5 to 
10 day announcements or 
programs in each market. 


DOYLE PACKING CO. 
Strongheart Dog Food 
(Durstine) 


Advertised in 9 markets (12 
stations) in the first six 
months in the North Central 
and Northwest areas, with a 
schedule of 3 night 
announcements per week per 
market. 


DRACKETT CO. 


Drano Cleanser/Windex 
Cleaner 


(Young & Rubicam) 


Advertised in 30 markets (30 
stations) in the ist quarter 

and 24 markets (24 stations) 
in the 2nd quarter, throughout 
the U. S., with a schedule of 
1 to 3 day announcements per 
week per market. 


DOW CHEMICAL CO. 
Saran Wrap 
(McManus, John & Adams) 


Advertised in 13 markets (15 
first six 


theast, 
North Central, West Coast and 
Northwest areas, with a 
schedule of 2 to 5 day 
announcements per week per 
market. 


DUFFY-MOTT CO. 

Apple Products 

(Young & Rubicam) 
Advertised in 5 markets (8 
stations) in the first six 
months in the Northeast, 
Southeast, North Central 
areas, with a schedule of 3 to 
5 day or night announcements 
per week per market. 


DUNCAN COFFEE CO. 
Maryland Club Coffee 
(Tracy-Locke) 


Advertised in 24 markets (31 
stations) in the first six 
months in the Southwest and 
Southeast areas, with a 
schedule of 5 night 
announcements per week per 
market. 


E. I. DU PONT DE 
NEMOURS CO. 
Institutional 

(BBD&0O) 

Advertised in 29 markets (29 
stations) in the first six 
months throughout the U. S. 
with a schedule of one night 
half hour program per week 
per market. 


DURKEE FAMOUS 
FOODS, INC. 

Foods 

(Meldrum & Fewsmith) 





Advertised in 7 markets (11 
stations) in the first six 
months » the Southeast, West 
Coast and North Central areas, 
with a schedule of 3 to 5 day 
or night announcements per 
week per market. 


Margarine 
(Meldrum & Fewsmith) 


Advertised in 18 markets (30 
stations) in the first six 
months throughout the U. S., 
less the Southwest area, with 
a schedule of 5 to 10 day or 
night announcements per week 
per market. 


DURKEE-MOWER, INC. 
Marshmallow Fluff 
(Harry M. Frost) 


Advertised in 12 markets (13 
stations) in the 1s 


(3 stations) in the 2nd quarter, 
in the Northeast area, with a 
schedule of 1 day or night 
announcement per week per 
market. 


EASTCO, INC. 
Clearasil Complexion Cream 
(Ruthrauff & Ryan) 


Advertised in 12 markets (14 
stations) in the first six 
months in the West Coast, 
Southeast, North Central and 
Southwest areas, with a 
schedule of one day or night 
announcement per week per 
market. 


Espotabs 
(Street & Finney) 


Advertised in 11 markets (13 
stations) in the first six 
months in the Southeast, 
Northeast, North Central 
areas, with a schedule of one 
day or night announcement 
oy week per market, starting 
n February. 


ECONOMICS 
LABORATORY, INC. 
Soilax Cleanser 
(Scheideler, Beck & Werner) 


Advertised in 7 markets (7 
stations) in the first six 
months, throughout the U. S., 
less the Northeast area, with 
a schedule of day 
announcements or programs. 


ELGIN WATCH CO. 
Elgin Watches 
(Young & Rubicam) 


Advertised in 37 markets (53 
stations) in the first six 
months throughout the U. S., 
with a varied schedule of night 
announcements. 


EMERSON DRUG CO. 
Bromo Seltzer 
(Lennen & Newell) 


Advertised in 27 markets (31 
stations) in the first six 
months throughout the U. &., 
with a schedule of 1 or 2 night 
announcements per ‘week per 
market. 


ENO-SCOTT & BOWNE 
Brylcreem 
(Atherton & Currier) 


Advertised in 13 markets (18 
aten in the first six 
months in the West Coast, 
North Central and Southwest 
areas, with a schédule of 5 » 
10 night announcements pe 

week per market, starting be 
February. 








ESSO STANDARD OIL CO. 
Esso Gas/Oil 
(Marshcalk & Pratt) 


Advertised in 15 markets (15 
stations) in the first six 
months in the West Coast, 
Southeast, and Northeast 
areas, with a schedule of 5 
fifteen minute news programs 
per week per market. 


ETHYL CORP. 
Ethyl Gas/Oil 
(BBD&O) 


Advertised in 29 markets (29 
stations) in the 2nd quarter, 
throughout the U. S., ‘with a 
schedule of 1 night ‘fifteen 
minute sports programs per 
Mav. per market, starting in 


EVERSHARP, INC. 
Pens/Pencils 
(Biow) 


Advertised in 26 markets (27 
stations) in the ist quarter, 
and 32 markets (35 stations) 
in the 2nd quarter, throughout 
the U. S., with a schedule of 
1 night time half hour program 
per week per market. 


FAIRMONT FOODS CO. 
Food Products 
(Allen & Reynolds) 


Advertised in 7 markets (7 
stations) in the first six 
months in the Northwest, 
Northeast, North Central and 
Southwest areas, with a 
schedule of night 
announcements or local half 
hour programs in each market. 


FALSTAFF BREWING 
CORP. 


Falstaff Beer 
(Dancer-Fitzgerald-Sample) 


Advertised in 37 markets (40 
stations) in the first six 
months throughout the U. S. 
less the Northeast area, with 
a schedule of 1 night time 
half hour film program, and 
occasional ni 

announcements per week per 
market. 


FANNY FARMER CANDY 
SHOPS 


Candy/Shops 
(Charles L. Rumrill) 


Advertised in 16 markets (27 
stations) in the 2nd quarter, 
in the Northeast, North 
Central and Northwest areas, 
with a schedule of 10 to 20 
day or night announcements 
in May. 


FELS & CO. 
Fels Naptha/Soap Chips 
(Town) 


Advertised in 8 markets (8 
stations) in the first six 
months in the North Central 
and Northeast areas, with a 
schedule of 2 to 5 day 
announcements per week per 
market. 


J. H. FILBERT, INC. 

Mrs. Filbert’s Margarine 
(SSC&B) 

Advertised in 11 markets (16 
stations) in the first six 
months in the eed and 
Southeast areas, th 
schedule of 3 to 6 , Ay 
announcements per week per 
market. 


FINE PRODUCTS CORP. 
Hollingsworth Candy 








(Harrison) 


Advertised in 17 markets (18 
stations) for the first six 
months in the Southeast and 
Southwest areas, with a 
schedule of 1 or 2 night 
announcements per week per 
market. 


Nunnally’s Candy 
(Harvey Massengale) 


Advertised in 15 markets (16 
stations) for the first six 
months, in the Southeast and 
Southwest areas, with a 
schedule of 1 or 2 night 
announcements per week per 
market. 


FLAKO PRODUCTS CORP. 
Pie Crust/Mixes 
(Charles W. Hoyt) 


Advertised in 11 markets (12 
stations) for the first six 
months, in the Northeast, 
Southeast, and North Central 
areas, with a schedule of 2 
or 3 day announcements per 
week r market, beginning 
in February. 


J. A. FOLGER & CO. 
Folger’s Coffee 
(Brooke, Smith, French & 
Dorrance) 


Advertised in 49 markets (63 
stations) in the ist quarter, 

and 62 markets (73 stations) 
in the 2nd quarter throughout 
the U. S. less the Northeast, 
with a schedule of 3 to 6 night 
announcements per week per 
market. 


FORD MOTOR CO. 
Ford Cars 
(J. Walter Thompson) 


Advertised in 136 markets (173 
stations) in the ist quarter, 

and 85 markets (92 stations) 
in the 2nd quarter, throughout 
the U.S., with a oaary schedule 
¥ announcements during 
January, and a night time 
half hour show in 
approximately 92 basic 
markets. 


FOREMOST DAIRIES, 
INC, 

Dairy Products 
(Ruthrauff & Ryan) 


Advertised in 5 markets (5 
stations) in the ist quarter, 
and 11 markets (11 stations) 
in the 2nd quarter, in the 
Southeast and Southwest 
areas, with a schedule of 1 to 
2 night announcements per 
‘week per market, beginning 
in March. 


FRENCH SARDINE CO., 
INC, 

Star-Kist Tuna 

(Rhoades & Davis) 


Advertised in 10 markets (10 
stations) in the ist quarter, 
and 7 markets (7 stations) in 
the 2nd quarter throughout 
the U. S. less the North 
Central area, with a schedule 
of 1 to 2 night announcements 
per week per market. 


FRIEND BROS., INC. 
Beans/Brown Bread 
(Ingalls-Miniter) 


Advertised in 8 markets (8 
stations) in the first six 
months, in the Northeast and 
Southeast areas, with a 
schedule of 1 night 
announcement per week per 
market. 
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Spot Advertisers (continued) 


FRITO CO. 
Fritos/Cheetos/Tatos 
(various) 


Advertised in 37 markets (46 
stations) for the first six 
months, throughout the U.S., 
with a schedule of 2 to 4 night 
announcements per week per 
market. 


G. H. P. CIGAR CO. 
El Producto Cigars 
(William H. Weintraub) 


Advertised in 6 markets (6 
stations) in the Ist quarter, 
and 8 markets (8 stations) in 
the 2nd quarter, in the 
Northeast, North Central and 
Southeast areas, with a 
schedule of night time five 
minute or fifteen minute sports 
news broadcasts. 


E. & J. GALLO WINERY 
Gallo Wines 
(BBD&O) 


Advertised in 8 markets (9 
stations) in the list quarter, 
and 14 markets (14 stations) 
in the 2nd quarter, in the 
West Coast, Northeast, and 
North Central areas, with a 
schedule of night time half 
hour programs. 


GARRETT & CO., INC. 
Virginia Dare Wine 
(David J. Mahoney) 


Advertised in 42 markets (47 
—— in the ist quarter, 
markets (33 stations) 
in the 2nd quarter, throughout 
the U.S. less the Southeast 
area, with a schedule of 3 
to 6 night announcements per 
week per market, with 
heavier schedules in their 
important markets. 


GEBHARDT CHILI 


POWDER CO. 
Gebhardt Chili 
(Glenn) 


Advertised in 11 markets (12 
stations) for the first six 
months, in the Southeast, 
Southwest, and West Coast 
areas, with a schedule of 2 to 
3 night announcements per 
week per market. 


GENERAL BAKING CO. 
Bond Bread 
(various) 


Advertised in 13 markets (14 
stations) in the Ist quarter, 
and 17 markets (20 stations) 
in the 2nd quarter, throughout 
the U.S. less the West Coast, 
and Northwest areas, with a 
schedule of 1 day or night 
fifteen minute program per 
week per market. 


GENERAL CIGAR CO. 
White Owl Cigars 
(Young & Rubicam) 


Advertised in 7 markets (7 
stations) for the first six 
months in the Southeast, 
Northeast, North Central and 
Northwest areas, ‘with a 
schedule of 1 to 3 night 
announcements per week per 
market, or night time five 
minute sportcasts. 


GENERAL ELECTRIC CO. 


G.E. Appliances (small) 
& Radio/Tv Sets 

(Maxon) 

Advertised in 26 markets (26 


stations) in the ist quarter 
and 22 markets (22 stations) 
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in the 2nd quarter, throughout 
the U.S., sharing sponsorship 
of one night time half hour 
film program per ‘week per 

market. 


G.E. Replacement Tubes 
(Maxon) 


Advertised in 14 markets (14 
stations) for the first six 
months, throughout the U. S., 
with a schedule of 2 to 5 night 
announcements per week per 
market. 


Hotpoint Appliances 
(large) 
(Maxon) 


Advertised in 33 markets (33 
stations) for the first six 
months, throughout the U. S., 
using alternate sponsorship 
in one half hour night time 
film program. 


Telechron Clocks 
(N.W. Ayer) 


Advertised in 6 markets (7 
stations) for the first six 

months in the West Coast, 
Northwest and Northeast 
areas, with a schedule of 2 to 
4 day announcements per week 
per market. 


GENERAL FOODS CORP. 
Birdseye Frozen Foods 
(Young & Rubicam) 


Advertised in 14 markets (19 
stations) in the first six 
months, in the West Coast, 
Northeast and Southeast areas, 
with a schedule of 3 to 5 day 
announcements per ‘wéek per 
market. 


Certo/Sure Jell 
(Young & Rubicam) 


Advertised in 16 markets (17 
stations) in the list quarter 
and 13 markets (13 stations) 
in the 2nd quarter, throughout 
the U.S. less the Northeast 
and Southeast areas, with a 
schedule of 2 to 4 day 
announcements per week per 
market. 


Jell-o 
(Young & Rubicam) 


Advertised in 11 markets (18 
stations) in the ist quarter, 
and 5 markets (8 stations) in 
the 2nd quarter, in the West 
Coast, Northeast and North 
Central areas, with a schedule 
of 3 to 7 day or night 
announcements per week per 
market, beginning in 
February. 


Maxwell House Coffee 
(Inst.) 
(Benton & Bowles) 


Advertised in 25 markets (26 
stations) in the list quarter, 
and 62 markets (76 stations) 
in the 2nd quarter, throughout 
the U.S., with a schedule of 2 
or 3 night time announcements 
per week per market. 


GENERAL MILLS, INC. 
Betty Crocker Cake/Pie Mix 
(BBD&O) 


Advertised in 46 markets (63 
stations) throughout the U. S. 
in the Ist quarter, and 27 
markets (31 stations) 
throughout the U. S. less the 
West Coast, in the 2nd 
quarter, with a schedule of 1 
to 3 night announcements per 
week per market. 











Cheerios 
(Dancer-Fitzgerald-Sample) 


Advertised in 6 markets (6 
stations) throughout the U. S. 
less the West Coast in the Ist 
quarter, and 51 markets (79 
stations) throughout the entire 
U. S. in the 2nd quarter, with 
a schedule of one film half 
hour program per week per 
market. 


Kix 
(Tatham-Laird) 


Advertised in 18 markets (30 
stations) in the 2nd quarter, 
in the Southeast, Northeast, 
Southwest, with 7 to 15 day or 
night announcements per 
week per market in May-June. 


Sperry Pancake Waffle Mix 
(Dancer-Fitzgerald-Sample) 


Advertised in 5 markets (10 
stations) in the first six 
months in the West Coast 
and Northwest areas, with a 
schedule of 3 to 5 day 
announcements per week per 
market. 


GENERAL MOTORS 
CORP. 

Buick Cars 

(Kudner) 


Advertised in 53 markets (81 
stations) in the first six 
months throughout the U.S., 
with a varied schedule of 
night announcements. 


Oldsmobile Cars 
(D. P. Brother) 


Advertised in 34 markets (34 
stations) in the first six 
months, throughout the U.S.. 
with a schedule of 2 to 3 night 
announcements per week per 
market. 


Chevrolet Cars’. 
(Campbell, Ewald) 


Advertised im 12 markets (12 
stations) in the ist quarter, 
and 18 markets (18 stations) 
in the 2nd quarter, throughout 
the U.S., ‘with a varied 
schedule of fifteen minute and 
half hour programs plus day 
and night announcements. 


GENERAL TIRE & 
RUBBER CO. 


General Tires 
(D'Arcy) 


Advertised in 30 markets (30 
stations) in the list quarter 
and 39 markets (39 stations) 
in the 2nd quarter, throughout 
the U.S., with a schedule of 
one night fifteen minute 
program per week per market. 


GERBER PRODUCTS CO. 
Baby Foods 
(D'Arcy) 


Advertised in 8 markets (8 
stations) in the first six 
months, in the Southeast, 
Northeast, and North Central 
areas, with a schedule of 3 
day announcements per week 
per market. 


JAMES J. GILL CO. 
Gill’s Coffee 
(Courtland D. Ferguson) 


Advertised in 8 markets (8 
stations) in the first six 
months, in the Southeast and 
Northeast areas, with a 
schedule of day participations 
or night time half hour 
programs. 








GLIDDEN CO. 
Paints 
(Meldrum & Fewsmith) 


Advertised in 6 markets (6 
stations) in the list quarter, 
and 18 markets (18 stations) 


in the 2nd quarter, in the 
Southeast, North Central, 
Northwest, and West Coast 


areas, with a schedule of 2 
to 3 night announcements per 
week per market. 


GODCHAUX SUGARS, 
INC, 

Sugar 

(Fitzgerald) 

Advertised in 15 markets 
stations) in the first six 
months, in the Southeast, 
Southwest, and North Central 
areas, ‘with a schedule of 1 


to 5 night announcements per 
week per market. 


B. F. GOODRICH CO. 
Hood Tires 


18 


~ 


(BBD&O) 
Advertised in 20 markets (20 
stations) in the 2nd quarter, 


throughout the U. S., wit 

a schedule of 2 to 6 night 
announcements per ‘week per 
market. 


Miller Tires 
(Griswold & Eshleman) 


Advertised in 15 markets (16 
stations) in the 2nd quarter, 
throughout the U. S., less the 

est Coast, with a schedule 
of 2 to 6 night announcements 
per week per market. 


Rubber/Canvas Shoes 
(McCann-Erickson) 


Advertised in 36 markets (41 
stations) in the 2nd quarter, 
throughout the U. S. with 

a schedule of 2 to 6 day or 
night announcements per 
week per market. 


GORDON BAKING CO. 
Silvercup Bread 
(N. W. Ayer) 


Advertised in 6 markets (7 
stations) in the first six 
months, in the North Central 
and Northeast areas, with a 
schedule of half hour night 
time programs or day time 
participations, beginning in 
March. 


JEAN R. GRAEF 
Girard Perragaux Watches 
(Grey) 


Advertised in 19 markets (19 
stations) in the ist quarter, in 
the West Coast, Northeast, 
Southeast and Northwest 
areas, and in 16 markets (16 
stations) throughout the U. S. 
less the Southwest area, in the 
2nd quarter, with a schedule 
of one night announcement 
per week per market. 


GRANT TOOL CO. 
Blade Sharpener 
(Arthur Meyerhoff) 


Advertised in 49 markets (52 
stations) in the list quarter, 

and 57 markets (63 stations) 
in the 2nd quarter, throughout 
the U. S., with a schedule of 
one night time ten minute 

program per week per market. 


GREAT ATLANTIC & 
PACIFIC TEA CO. 
A&P Foods/Stores 
(Paris & Peart) 


Advertised in 10 markets (11 
stations) in the first six 
months in the Southeast, 
North Central, Northeast, 
and Southwest areas, with 











varied schedules of day 
announcements ranging from 
3 a week to 25 a week in their 
important markets. 


GREEN GIANT CO. 
Kounty Kist Foods 
(Leo Burnett) 


Advertised in 9 —— al 
stations) in the Ist 

and 6 markets (7 stations) “= 
the 2nd quarter, in the 

West Coast, North Central, 
Southeast, and Northeast 
areas, with a schedule of 3 to 
6 day or night announcements 
per week per market. 


GREYHOUND CORP. 
Bus Travel 
(Beaumont & Hohman) 


Advertised in 18 markets (19 
stations) in the first six 
months, in the Southeast, 
Southwest and Northwest 
areas ‘with a schedule of 2 to 3 
night announcements per week 
per market. 


GRIESEDIECK BROS. 
BREWERY CO. 


Griesedieck Beer 
(Krupnick) 


Advertised in 8 markets (8 
stations) in the first six months 
in the Southwest, North 
Central, Northwest, with a 
schedule of night time half 
hour programs. 


GRIESEDIECK WESTERN 
BREWERY Co. 


Stag Beer 
(Maxon) 


Advertised in 13 markets (16 
stations) in the first six 
months, in the Southeast, 
North Central and Southwest 
areas, with a schedule of 4 to 
10 night announcements per 
week per market. 


GRIFFIN MFG. CO 
Griffin Shoe Polish 
(Bermingham, Castleman & 
Pierce) 


Advertised in 9 markets (9 
stations) in the North Central, 
Northeast, Southeast, and 
Southwest areas in the first 
six months with a schedule of 
1 night announcement per 
week per market. 


GROVE LABS., INC. 
Antomine 
(Harry B. Cohen) 


Advertised in 26 markets (33 
stations) during January and 
a teat A throughout the 

U. S., with an average schedule 
of 4 night announcements per 
week per market. 


Bromo Quinine 

(Gardner) 

Advertised in 28 markets (40 
stations) during January and 
February, throughout the 

U. S., with varied schedules of 
day and night announcements. 


4-Way Cold Tablets 
(Harry B. Cohen) 

Advertised in 33 markets (45 
stations) during January and 
February, throughout the 

U. S., with varied schedules 


of day and night 
announcements. 


GUNTHER BREWING CO. 
Gunther Beer 

(Joseph Katz) 

Advertised in 6 markets (9 








stations) in the first six 
months in the Southeast and 
Pennsylvania areas, with a 
schedule of = time thirty 
minute and fi sen minute 
programs, ‘with heavy 
schedules in Baltimore and 
Washington. 


HABITANT SOUP CO. 
Soups 
(Chambers & Wiswell) 


Advertised in 5 markets (5 
stations) in the first six 
months in the Northeast area, 
with a schedule of 1 night 
announcement per week per 
market. 


ROBERT HALL CLOTHES 
Clothing 
(Frank B. 


Advertised in 42 markets (52 
stations) in the first six 
months throughout the U. S&., 
with heavy schedules of day 
and night announcements up 
to as many as 90 per week. 


Sawdon) 


THEODORE HAMM 
BREWING CO. 


Hamm Beer 
(Campbell-Mithun) 


Advertised in 17 markets (20 
stations) in the ist quarter, 
and 28 markets (31 stations) 
in the 2nd quarter, throughout 
the U. S. less the Northeast, 
with a varied schedule of night 
time ten minute and half hour 
programs. 


HARTZ MOUNTAIN 
PRODUCTS 


Pet Foods 
(Kenneth Rader) 


Advertised in 28 markets (28 
stations) in the first six 
months throughout the U. §&.., 
with a schedule of one day 
time fifteen minute program 
per week per market. 


HAWLEY & HOOPS, 
M&M Candies 
(Ted Bates) 


Advertised in 68 markets (68 
stations) in the list quarter 
and 48 markets (48 stations) 
in the 2nd quarter, with a 
schedule of one day time half 
hour program per week per 
market. 


INC, 


HENRY HEIDE, INC. 
Candy 
(Kelly, Nason) 


Advertised in 10 markets (10 
stations) in the Ist quarter, 
and 6 markets (7 stations) in 
the 2nd quarter, in the 
Northeast, Southeast, North 
Central areas, with a schedule 
of one day time announcément 
per week per market. 


H. J. HEINZ CO. 
Baby Foods 
(Maxon) 


Advertised in 7 markets (8 
stations) in the first six 
months, in the West Coast, 
Northwest. and Southwest 
areas, with a schedule of 2 to 
5 day time participations per 
week per market. 


HILLS BROS. CO 
Dromedary Foods 
(Biow) 


Advertised in 4 markets yd 
stations) in the 1st quart 

and in 9 markets a0" aaliche 
in the 2nd quarter. in the 
Northeast, Southeast, North 
Central, and West Coast areas, 
with a schedule of 2 to 3 day 





announcements per week per 
market. 


HILLS 
INC, 


Red Can Coffee 
(N. W. Ayer) 


Advertised in 8 markets (12 
stations) in the first six 
months in the West Coast, 
North Central and Northwest 
areas, with a schedule of 5 to 
10 day announcements per 
week per market. 


BROS. COFFEE, 


HOOVER CoO. 
Hoover Appliances (small) 
(Leo Burnett) 


Advertised in 7 markets (9 
siations) in the list quarter, 
and 4 markets (4 stations) in 
the 2nd quarter, in the North 
Central, utheast, and 
Northeast areas, with a 
schedule of 5 day 
announcements per week per 
market. 


HUBINGER CO. 
Quick Elastic Starch 
(N. A. Winter) 


Advertised in 5 markets (5 
stations) in the ist quarter, 
and 21 markets (24 stations) in 
the 2nd quarter, in the West 
Coast, North Central, and 
Southeast areas, with a 
schedule of 1 to 5 day 
announcements per week per 
market. 


HUDSON PULP & PAPER 
Paper Napkins 
(Biow) 


Advertised in 15 markets (16 
stations) in the ist quarter, 
and in 20 markets (21 stations) 
in the 2nd quarter, in the 
Northeast, North Central, and 
Southeast, with a schedule of 
3 to 6 day announcements per 
week per market, ‘with 
schedules of fifteen and over 
in their important markets. 


HUTCHINSON CHEMICAL 
COMPANY 


Wax 
(Roberts, 
Senne) 


Advertised in 10 markets (10 
stations) in the lst quarter and 
17 markets (17 stations) in the 
2nd quarter in the Southwest, 
North Central, Southeast, and 
Northwest areas, with a 
schedule of ten minute 
demonstration programs. 


MacAvinche, & 


HYGIENIC PRODUCTS 
COMPANY 


Melo/Sani-Flush 
(Lewis & Gilman) 


Advertised in 15 markets (15 
stations) in the 2nd quarter, 
throughout the U. , with a 
schedule of 1 to 3 day 
announcements per week per 
market. 


INTERNATIONAL 
MILLING CO. 
Robin Hood Flour 
(H. W. Kastor) 


Advertised in 23 markets (24 
stations) in the ist quarter, 
and 28 markets (31 stations) in 
the 2nd quarter, in the North 
Central, Northwest, Northeast, 
and Southeast areas, with a 
schedule of 5 to 10 day 
announcements per week per 
market, beginning in March. 


INTERNATIONAL SHOE 
COMPANY 
Red Goose Shoes 


(D'Arcy) 


Advertised in 8 markets (8 
stations) in the first six 
months, in the West Coast, 
North Central, and Northwest 
areas, with a schedule of 1 
day time fifteen minute or 
half hour program per 
week per market. 


INTERSTATE BAKERIES 
Breads 
(R. J. Potts-Calkins & Holden) 


Advertised in 13 markets (15 
stations) in the first six 
months, throughout the U. §S 
less the Southeast area, with 
a schedule of one half hour 
film program per week per 
market. 


JACKSON BREWING CO. 
Jax Beer 
(Fitzgerald) 


Advertised in 23 markets (23 
stations) in the first six 
months in the Southwest and 
Southeast areas, with a 
schedule of five and fifteen 
minute newscasts and 
sportcasts. 


JOANNA WESTERN MILLS 
COMPANY 


Window Shades 
(George Hartman) 


Advertised in 12 markets (12 
stations) in the Ist quarter, 
and 37 markets (40 stations) 
in the 2nd quarter, throughout 
e U. S. less the West Coast 
and Southwest areas, with a 
schedule of 1 day or night 
participation per week per 
market, or five minute 
programs, beginning March. 


JOHNSON JOHNSON 
Surgical Dressings 
(Young & Rubicam) 


Advertised in 11 markets (13 
stations) in the first six 
months, throughout 
less the West Coast, 
schedule of 2 to 7 night 
announcements per week per 
market, beginning in February 
and March. 


ROBT. A. JOHNSON CO. 
Crackers/Cookies 
(Klau-Van Pietersom-Dunlap) 
Advertised in 9 markets (9 


stations) in the Ist quarter, 
and 6 markets (6 stations). in 


the 2nd quarter, in the North 
Central and Northwest areas, 
with a schedule of day time 
half hour programs. 
WALTER H. JOHNSON 
CANDY CO. 


Powerhouse Candies 
(Franklin Bruck) 


Advertised in 6 markets (6 
stations) in the ist quarter, 
and 26 markets (26 stations) 
in the 2nd quarter, in the 
Southeast. Northeast, West 
Coast, and North Central 
areas, with a schedule of 1 
day time fifteen minute 
program beginning in 
February. 


JOHNSTON & JOHNSTON 
Tafon 
(Frank J. Miller) 


Advertised in 51 markets (53 
stations) in the first six 
months, throughout the U. S., 
with a schedule of night 
announcements and wrestling 
programs. 
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Spot Advertisers (Continued) 


KASCO MILLS, INC. 
Food 
(Clark & Bobertz) 


Advertised in 14 markets (14 
stations) in the first six 
months, in the Northeast. 
North Central, and Southwest 
areas with a schedule of 1 

2 night announcements or ogg 
night fifteen minute program 
per week per market. 


KEEBLER-WEYL BAKING 
COMPANY 

Crackers 

(McKee & Albright) 


Advertised in 7 markets (7 
stations) in the first six 
months » the No ey and 
Southeast areas, 
schedule “di 6 to To dey or 
night enpeuneenane per ‘week 
market, or 1 night half 
our program. 


KELLOGG CO. 
Various Cereals 
(Leo Burnett) 


Advertised in 68 markets (75 
stations) in the first “. 
months, throughout the U. 
with a schedule of 1 or day 
half hour programs per "Ss 
per market. 





KENDALL FOODS, INC. 
Dog/Cat Food 
(Dan B. Miner) 


Advertised in 10 markets (11 
stations) in the first six 
months, on the West Coast, 
with a schedule of 1 6 
night announcements per week 
per market. 


KIWI POLISH CO. 
Shoe Polish 


(Geyer) 


Advertised in 7 markets (11 

stations) o the first six 
months, in the Northeast, 

North Central and Southwest 

areas, a schedule of 1 to 

2 - Wy ATA per 

al al market, beginning in 


KOOLVENT CORP. 
Metal Awnings 
(various) 


Advertised in 5 markets (5 
stations) in the Ist quarter, 

and in 8 markets (8 Stations) 
in the 2nd aot. in the West 
Coast, Southwest, North 

tral and Northeast aréas, 
with a schedule of 1 night 
fifteen minute program per 
‘week per market. 


LAMBERT PHARMACAL 
COMPANY 


Listerine Dentifrices 
(Lambert & Feasley) 


Advertised in 45 markets (48 
stations) in the ist quarter, 
throughout e U. S., and 
markets (33 stations) in the 
2nd eK” throughout the 
U. S. lecs the Southwest. with 
a 13-1 of 1 night half hour 
program, alternate weeks. 


LAND O° LAKES 
CREAMERIES 


Dairy Products 
(Campbell-Mithun) 

Advertised in 7 markets (7 
stations) in the ist quarter, in 


the Southeast and No 
Central areas, and 9 ~ eed 


areas, with a schedule of one 
night half hour program per 


52 August 1954, Television Age 





week per market beginning in 
February. 


LANGENDORF UNITED 
BAKERIES, INC. 


Holsum Bread 


(Brooke, Smith, French & 
Dorrance) 


Advertised in 17 markets (21 
satigns) = the first = 
months in the Southeas 
Southwest and North Ccntral 

with various schedules 
of » 1 to 10 night 
announcements per week per 
market. 


THOMAS LEEMING & CO. 


Ben-Gay 
(William Esty) 


Advertised in 24 markets (41 
stations) in the Ist ester, in 
uu 


day or night announcéments 
per week per market, and 20 
or more in the major markets. 


LEE PHARMACAL CO. 
Sof-Set 
(Milton Weinberg) 


Advertised in 11 markets (13 
stations) in the first six 
months in the West Coast, 
North Central and Northeast 
areas, with a schedule of 15 
to 20 day or night 
announcements. 


— & FINK PRODUCTS 


Dorothy Gray Cosmetics 
(Lennen & Newell) 


Advertised in 10 markets (21 
stations) in the first six 
months throughout the U. S. 
less the No: est area, with 
a schedule of 5 to a da: 
announcements per eek per 
market beginning in “March? 


Hinds Honey & Almond 
Cream 


(Lennen & Newell) 


Advertised in. 32 markets (38 
stations) in the ae quarter 
throughout the U. S., less the 
Northwest, with a schedule of 
2 to 4 day or night 
announcements per week per 
market. 


Lysol Disinfectant 
(Lennen & Newell) 


Advertised in 53 markets (64 
stations) in the first six 
months throughout the U. S. 
with a schedule of 1 to 4 day 
or night announcements per 
week per market. 


LESLIE SALT CO. 
Salt 
(Honig-Cooper) 


Advertised in 12 markets (19 
stations) in the first six 
months in the West Coas' 

with a schedule of 2 to 3 S night 
announcements per week per 
market, beginning in March. 


LEVER BROS. CO. 
Good Luck Margarine 
(Hewitt, Ogilvy, Benson & 
Mather) « 


Advertised in 11 markets (12 
stations) throughout the U. S., 
less the West Coast, in the 
first six months, with a 
schedule of 3 to 12 day or 
night announcements, 
beginning in February. 





THOMAS J. LIPTON, INC. 
Tea 
(Young & Rubicam) 


Advertised in 10 markets (16 
stations) in the ist quarter, in 
the West Coast, North Central 
and Northeast areas, and 16 
markets cg ations) in the 
2nd seer in the Southeast, 
: North Central and 


areas, with a 
schedule of 2 to 10 day ‘or 
night announcements, 
beginning in March. 


LEWIS FOOD CO. 
Dr. Ross Dog/Cat Food 
(Rockett-Lauritzen) 


Advertised in 13 martaots (13 
stations) in Ly first six 
months, in t Be Oe Sout sweet and 
Wes' teak ae w 
ae of a y - or night 
half hour program in each 
market, except Los Angeles 
and San Francisco whi 

5 or 6 five, fifteen 
minute, or half hour programs 
per week. 


LIBBY, MC NEILL & 
LIBBY 


Frozen Foods 
(BBD&0) 


Advertised in 10 markets (13 
stations) in the ist quarter, 
and 3 markets (3 stations) in 
the 2nd quarter, in the North 
Central, Northeast and 
Southeast areas, with a 
schedule of 2 to 4 day or night 
participations plus 1 to 3 five 
minute shows, and extra 
announcements in important 
markets, 


LIGGETT & MYERS 
TOBACCO CO. 


Fatima Cigarettes 
(Cunningham & Walsh) 


Advertised in 6 markets (6 
stations) in the Northwest, 
Southwest and West Coast 
areas, in the ist quarter, with 
a schedule of 1 to 3 night 
announcements during January 
and February. 


L & M Cigarettes 
(Cunningham & Walsh) 


Advertised in 15 markets (19 
stations) in the first six 
months, throughout the U. S., 
with a schedule of 1 to 12 day 
or night announcements, plus 
a five minute sportcast in one 
market. 


LITTLE CROW MILLING 
COMPANY 


Coco-Wheats Cereal 
(Rogers & Smith) 


Advertised in 11 markets (11 
stations) in the ist quarter in 
the Northeast, Northwest and 
North Central areas, and in 2 
markets (2 stations) in the 
2nd quarter in the North 
Central area, with a schedule 
of 1 to 2 day or night 
announcements per week per 
market. 


LO-CALORY FOOD CO. 
RDX Dietary Aid 
(Edward Kletter) 


Advertised in 36 joerkete (45 
stations) in the first = 
months throughout the S., 
with a schedule of 2 to %i day 
or night announcements per 
week per market. 


P. LORILLARD & CO. 
Kent Cigarettes 
(Young & Rubicam) 


Advertised in 24 markets (27 
stations) in the first six 








months, throughout the U. 8 
with a schedule of 1 night 
time half hour program per 
week per market. 


Old Gold Cigarettes 
(Lennen & Newell) 


Advertised in 5 markets (5 
stations) in the Ist quarter, 
in the North Contre) que 
Northeast areas, in 3 
markets (3 stations) 4% the 2nd 


t 
announcements in Indianapolis, 
plus 5 day fifteen minute 

rograms in Los Angeles. 
er markets sponsor 
occasional half hour program. 


LOUISIANA STATE RICE 
MILLING CO. 


Rice Promotion 
(Fitzgerald) 


Advertised in 13 markets (14 
stations) in = — = 
months, in the South 
Southwest, and North C Central 
areas, ‘with a schedule of 1 to 
4 day or night announcements. 


LOUISIANA SWEET 
POTATO COMMISSION 


Sweet Potato Promotion 
(Fitzgerald) 


Advertised in 10 markets (11 
stations) in the ist quarter, in 
the North Central, Northeast, 
and + og areas, with a 
schedule of 1 to 2 day 
participations eer week per 
market. 


LUCKY LAGER BREWING 
COMPANY 


Lucky Lager Beer 
(Maxwell) 


Advertised in 19 markets (31 
stations) in the Northwest, 
Southwest and West Coast 
areas, in the first six magethn, 
with a schedule of 3 to 5 

night announcements in most 
markets, with schedules of 8 
to 10 announcements in their 
important markets. 


MARS, INC. 
Mars Candy Bars 
(Leo Burnett) 


Advertised in 6 markets (6 
stations) in the first six 
months, in the North Central, 
Northeast, Southeast and West 
Coast areas, with a schedule 
of 1 to 5 fifteen minute 
programs per ‘week per market. 


MAYBELLINE CO. 
Cosmetics 
(Gordon Best) 


Advertised in 21 markets as 
stations) in the list q 

and 51 markets (75 stations) in 
the second quarter, throughout 
the U. S., with a schedule 
of 2 to 4 day or night 
announcements with heavier 
schedules plus one night half 
hour program in important 
markets. 


OSCAR MAYER & CO. 
Meats 

(Bryan Houston) 

Advertised in 6 markets (9 
stations) in the first six 
months, in the Northwest, 
Northeast, North Central and 
West Coast areas, using a 
schedule of 3 to 7 day and 
night announcements per week 
per market. 


MC CORMICK & CO., INC. 
Spices/Mayonnaise/ Extracts 
(Cecil & Presbrey) 


Advertised in 19 markets (24 
sta‘ions) throughout the U. S. 











less the Northwest area, in the 
first six months, with a 
omeees | of 2 day participations 
per week per market, with a 
eavier schedule in important 
areas during March. 


Teas 
(Cecil & Presbrey) 


Advertised in 25 markets (29 
stations) in the first six 

months, throughout the U. S. 
less the Northwest area, ‘with 
a schedule of 2 to 5 da 
announcements per wee 


per 
market. 


MC KESSON & ROBBINS, 
INC, 

Bexel Vitamins 

(Ellington) 


Advertised in 14 markets (14 
stations) in the Ist quarter 
throughout the U. S. less the 
North Central area, and in 6 
markets (6 stations) in_ the 
2nd quarter in the Southwest, 
West Coast, Northwest and 
Southeast areas, with a 
schedule of night time 
announcements and five, ten 
minute, and half hour 
programs = week per market, 
with the heaviest schedule in 
March. 


W. F. MC LAUGHLIN & 
COMPANY 


Manor House Coffee 
(Earle Ludgin) 


Advertised in 13 markets (15 
stations) in the 1st quarter, 
and 7 markets (7 stations) in 
the 2nd quarter, in the 
Northwest and North Central 
areas, with a schedule oe —- 
night half hour program 

week per market, res night 
announcements an 

fifteen minute sresvens a 
some areas. 


MELVILLE SHOE 
Thom McAn Shoes 
(Anderson & Cairns) 


Advertised in 7 markets (7 
stations) in the Southeast, 
Northeast and West Coast 
areas in the list quarter, and 
in 4 markets (4 stations) in 
the 2nd quarter in the 
Southeast and West Coast 
areas with a schedule of one 
night half hour program or 1 
night fifteen minute program 
per week per market. 


MIAMI MARGARINE CO. 
Nu-Maid Margarine 
(Ralph H. Jones) 


Advertised in 11 markets (11 
stations) in the first six 
months, in the Southeast, 
Northwest and North Central 
areas, with a schedule of 2 to 
3 day participations per week 
per market. 


MICHIGAN FRUIT 
CANNERS, INC. 


Thank You Pie Filling 
(Rogers & Smith) 


Advertised in 9 markets (10 
stations) in the first six 
months, in the Southeast. 
Northeast and North Central 
areas, with a schedule of 2 to 
7 day announcements per week 
per market. 


LOUIS MILANI FOODS 
1890 French Dressing 
(Arthur Meyerhoff) 


Advertised in 24 markets (28 
stations) in the first six 
months throughout the U. S., 
with a schedule of 1 to 5 day 
announcements per week per 
market. 


CORP. 





MILES LABORATORIES, 
INC. 


Alka-Seltzer 
(Geoffrey Wade) 


Advertised in 124 markets (132 
stations) in the first six 
months, throughout the U. S&., 
with a schedule of day and 
night announcements, ranging 
from 2 to as many as 20 in 
the major markets, plus five, 
ten and fifteen minute 
programs in some markets. 


One-A-Day Brand Vitamins 
(Geoffrey Wade) 


Advertised in 19 markets (20 
stations) in the first six 
months throughout the U. S., 
with a schedule of 2 to 5 day 
announcements per week per 
market, plus an occasional five 
minute newscast. 


MILLER BREWING CO. 
Hi-Life Beer 
(Mathissen) 


Advertised in 63 markets (89 
stations) in the 2nd quarter, 

throughout the U. S., with a 
varied schedule of 6 to 20 night 
announcements per week 

per market. 


MINUTE MAID CORP. 
Frozen Fruit Juices 
(Ted Bates) 


Advertised in 42 markets (56 
stations) throughout the U. S. 
in the Ist quarter, with a 
schedule of 2 to 5 day or night 
announcements, plus an 
occasional five minute 
newscast. 


MISHAWAKA RUBBER & 
WOOLEN CO. 


Jet Ball Band Shoes 
(Fletcher D. Richards) 


Advertised in 36 markets (37 
stations) in the 2nd quarter, 
throughout the U. S., with 

a schedule of 2 to 5 day or 
night announcements per week 
per market. 


MONARCH WINE CO. 
Manischewitz Wine 
(Emil Mogul) 


Advertised in 27 markets (29 
stations) in the Ist quarter, 
and 33 markets (34 stations) 
in the 2nd quarter, throughout 
the U. S. less the Northwest 
area, with a schedule of 1 to 9 
night announcements per week 
per market, plus an occasional 
ten minute sportcast, or night 
half hour program in some 
markets. 


MONSANTO CHEMICAL 
COMPANY 


All Detergent 
(Needham, Louis & Brorby) 


Advertised in 6 markets (12 
stations) in the Ist quarter, 
throughout the U. S. less the 
Southeast, and in 17 markets 
(30 stations) in the 2nd 
quarter, in the West Coast, 
Northeast, North Central, and 
Southwest areas, with a heavy 
schedule of day announcements, 
plus five or fifteen minute 
programs in their important 
markets. 


J. H. MORRELL CO. 
Red Heart Dog Food 
(Campbell-Mithun) 


Advertised in 65 markets (72 
s‘ations), in the 2nd quarter, 
throughout the U. S., with 

a short-term ee of 

2 to 5 day or night 
announcements per week 

per market, with heavier 
schedules in selected cities. 


PHILIP MORRIS & CO. 
Dunhill Cigarettes 


(Hewitt, Ogilvy, Benson & 
Mather) 


Advertised in 8 markets (19 
stations) in the ist quarter, in 
the Northeast, North Central 
and West Coast areas, with a 
heavy schedule of night 
announcements to 22 per week 
in Chicago during January 
and February, plus five minute 
sportcasts in their important 
markets. 


Parliament Cigarettes 
(Benton & Bowles) 


Advertised in 13 markets (23 
stations) in the first six 
months, in the Northeast, 
North Central, and West Coast 
areas, and Texas, with a 
schedule of 2 to 7 night 
announcements r week per 
market with a heavier 
schedule in New York City. 


MORTON PACKING 
Frozen Foods 
(Ted Bates) 


Advertised in 31 markets (48 
stations) in the first six 
months, throughout the U. S., 
with a schedule of 1 to 2 day 
or night announcements per 
week per market, beginning in 
February. 


NARRAGANSETT 
BREWING COMPANY 


Narragansett Beer & Ale 
(Cunningham & Walsh) 


Advertised in 6 markets (7 
stations) in the first six months 
in the New England area, 
using one night time half hour 
program per week per market. 


NATIONAL BISCUIT CO. 
Crackers/Cookies 
(McCann-Erickson) 


Advertised in 83 markets (107 
stations) in the first six 
months, throughout the U. S.., 
with a schedule of 2 to 6 night 
announcements per week per 
market. 


Nabisco Shredded Wheat 
(McCann-Erickson) 


Advertised in 50 markets (59 
stations) in the first six 
months, throughout the U. S.. 
with a schedule of 1 to 7 day 
or night announcements per 
week per market. 


NATIONAL BREWING CO. 
National Bohemian & 
Premium Beer 


(Kenyon & Eckhardt) 


Advertised in 12 markets (14 
stations) in tbe list quarter, 
and in 16 markets (18 stations) 
in the 2nd quarter in the 
Northeast and Southeast areas, 
with a schedule of one night 
60 minute program per ‘week 
per market, and/or ten 
minute news broadcasts. 


NATIONAL CARBON CO. 
Eveready Batteries 
(William Esty) 


Advertised in 36 markets (41 
stations) in the Ist quarter, 
and in 31 markets (33 stations) 
in the 2nd quarter, throughout 
the U. S., with a schedule of 
1 to 2 night announcements per 
week per market, beginning 
in February. 


NATIONAL DAIRY 
PRODUCTS CO. 


Sealtest Dairy Products 
(N. W. Ayer) 


Advertised in 14 markets (15 
stations) in the Ist auerter, 
and in 25 markets (37 stations) 
in the 2nd quarter, in the 


co. 


Northeast, Southeast, and 
North Central areas, with a 
schedule of 1 to 5 day or night 
announcements per week per 
market. 


NATIONAL DISTILLERS 


Italian Swiss Colony Wine 
( Honig-Cooper) 


Advertised in 24 markets (43 
stations) in the Ist quarter, 
and in 37 markets (56 stations) 
in the 2nd quarter throughout 
the U. S., with a schedule of 
3 to 6 night announcements 
per week per market. 


NEHI CORP./BOTTLERS 
Royal Crown Cola 
(various) 


Advertised in 6 markets (8 
stations) in the ist quarter, in 
the Northeast, Southeast, and 
West Coast areas, with a 
varied schedule of day or night 
announcements or one half 
hour show per week per 
market. 


NESTLE CO., INC, 


Nescafe 
(Bryan Houston) 
Advertised in 21 markets (26 


stations) in the ist quarter, 
and in 14 markets (16 stations) 
in the 2nd quarter, in the 
Northeast, Southeast, and 
North Central areas, with a 
schedule of 1 to 7 day or night 
announcements per week per 
market, with a heavier 
schedule in their important 
markets. 


NEW ENGLAND 
CONFECTIONERY CO. 
Necco Candies/Sky Bars 
(C. J. LaRoche) 


Advertised in 16 markets (20 
stations) in the first six 
months, in the Northeast 
area, with a schedule of 1 to 7 
day or night announcements 
ew week per market, 
eginning in February. 


NORTHERN PAPER MILLS 
Paper Products 


(Young & Rubicam) 


Advertised in 50 markets (63 
stations) in the ist quarter, 
and in 54 markets (71 stations) 
in the 2nd quarter, throughout 
the U. S., with a heavy 
schedule of day and night 
announcements ranging around 
10 to 12 in the major markets. 


NORWICH PHARMACAL 
COMPANY 


Pepto-Bismol 
(Benton & Bowles) 


Advertised in 8 markets (9 
stations) in the first six months 
in the Northeast, North 
Central and West Coast areas, 
with a schedule of 1 to 3 day 
or night announcements per 
‘week per market, with a 
heavier schedule in their 
important markets. 


OHIO OIL CO. 

Marathon Gas/Oil 
(Stockton-West-Burkhart } 
Advertised in 8 markets (8 
stations) in the Ist quarter, 
and 10 markets (10 stations) 
in the 2nd quarter, in the 
North Central area, with a 
schedule of one night half 
hour program per week per 
market. 


OLD JUDGE COFFEE CO. 
Old Judge Coffee 
(Hirsch & Rutledge) 


Advertised in 7 markets (9 


(Continued on page 64) 
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14 new awards and commendations 





—including a Peabody, an Ohio State, 











a du Pont, and a Sylvania— 





were added to KNXT’S growing collection 





of honors during the first seven 
months of this year. 
And at the same time, Los Angeles 


viewers have been bestowing their highest 


awards on KNXT. By their preference 





for its programs, they make KNXT, 
month after month, day and night, the highe 


rated station in the market. 


Do you want to add to your trophies 
yj in Southern California? Then your 
Y Y) most rewarding buy is CBS Television’s 


key station in Hollywood: 





KNXT 
Represented by 


CBS Television Spot Sales 

















Sales Go Up ‘conve from page 37) 


together and finish together.” 

For a new television commercial, 
the standard attack plan is as follows: 
First, the account executive holds a 
group meeting for the television cre- 
ative unit assigned to the product. He 
also invites the writer, of course, and 
“anyone else who should be present.” 
At the second meeting, the creative 
unit produces a progress report, and 
video and audio are outlined in the 
rough. By the third meeting, the com- 
mercial is ready for final storyboard 
form, At that time, final video and 
audio copy changes are made, often 
after checking with the client. Finally, 
when the job is finished, a tv-radio 
department representative accompanies 
the account executive. 

Teamwork or esprit de corps—call 
it what you will—is important to the 
Messrs. Needham, Louis and Brorby. 
Mr. Needham, a man with a built-in 
revulsion for boasting, is inordinately 
proud of the fact that his shop is 
basicaily so serene not a single key 
member has left since it was founded. 
Employes know, too, that in 29 years, 


now sell both... 


SHREVEPORT 
-TEXARKANA 


with one station 
FULL POWER 


KCMC-TV 


TEXARKANA, U.S.A. 


RS 


on Channel 6 


erconnected 


Only maximum power TV station 
between Memphis and Dallas 


85° unduplicated TV 
coverage in 4 states 


Over 100 hours per month of 
network commercial programs 


For the full facts contact 
Venard, Rintoul & McConnell, Inc. 
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no one has been bounced because an 
account was lost. 

Visitors get a sense of this unity the 
moment they walk into the NL&B of- 
fices, located high in the Field Build- 
ing, 135 S. LaSalle St., in the heart of 
Chicago’s financial district. One visit- 
or, Jim Shenfield of Campbell Soup, 
wrote Brorby recently: “I must tell 
you that I went away with one very 
important impression, and that is that 
you have a very homogenous group, 
apparently free from ‘prima donnas’ 





ous tv-am years with Batten, Barton, 
Durstine & Osborn. “Television,” he 
says, noting it as a personal, not agen- 
cy opinion, “is the mos: powerful 
thing to come down the pike since the 
wheel was invented.” 

Wallace 


waiting for 


NL&B — and _ particularly 
and Cominos—are not 
color television to arrive. 

Not long ago, for example, the 
agency sent a six-man color-television 
task force to NBC in New York where 
they conducted 


closed-circuit color 





James 


Otto Stadelman 


and the many rippling cross currents 
that often pervade agency organiza- 
tions. It is a healthy situation.” 

In addition to 
profit-sharing, group insurance, health 
benefits and a pension plan (loaded in 
favor of the smaller salaried guys and 


participating in 


gals), many employes also share 
profits in a common stock-buying plan. 
Oi the 271 on the payroll (including 
New York, Hollywood and Toronto 
offices). 121 own a share of the com- 
pany. But if you leave—and this goes 


for Needham, too—the stock remains. 


Training School 


notable 
staff gets together once a year to hear 


Another procedure: The 


a thorough report on how the firm is 
financially. And 


“Keene's College,” a voluntary Satur- 


coing there is 


dav-morning training school for 
agency freshmen. Started in 1946 by 
account executive Joe Keene, this ad- 
vertising academy employs _ the 
agency's own veterans and specialists 
as faculty. 

One of the college’s major subjects, 
of course, is television, with the vice 
president or director of radio-tv lead- 
ing the discussion. The latter post is 
held by James Cominos, handsome, 
young (40), ex-New York actor and 
stage director and a veteran of numer- 


Cominos 


Alan Wallace 


tests on many of the NL&B products. 
And recently the agency did a com- 
plete on-the-air color version of Zoo 
Parade for Ken-L-Ration. 


“Among many things, we learned 


there is little need for packaging 
changes with color tv,” Wallace 
reports. 


“Or horsemeat,” Cominos adds. “At 
first we doctored it (for Ken-L-Ration 
with 
sugar and a dozen other things. After 


commercials } mercurochrome, 
running through a couple of horses, 
we found out that in color untreated 
meat photographs best. Keep it cool, 
cut it just before going on the air and 
use a ‘stand in’ for rehearsals.” 

Acting on that experience, NL&B has 
alerted all tv clients to do at least one 
color commercial this year. 

Does Needham, Louis & Brorby, 
growing more reliant upon television 
every day, expect any major problems 
from the advent of color? Not at all. 
In fact, know 


agency staffers who 


multi-chrome have trouble keeping 
their enthusiasm in bounds, even in 
private conversations. But if the un- 
foreseen should occur, it’s a sure bet 
that Maurice Needham, John Louis 
and Melvin Brorby will solve it by the 
formula that has made their agency 
synonymous with security, solidarity 
and success. They will solve it together. 











BS omus- frome Met. Washington, TV 
$20,000 CUSTOM HINCKLEY ‘36° 
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Use America’s only “3-state one-station 
TV network” and save — in just 35 
weeks of a 10 per week 20 second spot 
campaign — the cost of a $20,000 Custom 
Hinckley “36”. 

Average time costs run 54% less than the 


combined cost of the three TV stations 
giving next best coverage. 








THREE STATE CATCH EXTRA COVERAGE 
Mt. Washington’s more-than-a- Covers virtually all the families 
mile high TV station covers most local TV stations do and reaches 
of the three states of Maine, New thousands of families they can- 
Hampshire and Vermont. On the not reach. TV homes: 219,461 as 
air in August. of April 30 — RETMA. 





CBS-ABC Channel 8 


Mt: Washington TV 
WMTW 


Represented nationally by 
HARRINGTON, RIGHTER & PARSONS, Inc. 
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ZIV TELEVISION PROGRAMS, INC. a 
1529 MADISON ROAD, CINCINNATI, OHIO R. ~ O 2 


NEW YORK HOLLYWOOD ‘c. “ 
Sie ae 
54 


NOW READY IN W-c0ip BRILLIANT, COMPATIBLE 



















DEAR MR. ADVERTISER, 
MILLIONS HAVE APPLAUDED 
US ON STAGE, RADIO, IN 
BOOKS AND MAGAZINES. 
NOW, WERE READY TO 
SELL FOR YOU IN TV'S 
MIGHTIEST SELLING FORCE, 
FAMILY SITUATION COMEDY, 
WHEN FAMILIES SEE THEM- 
SELVES AS THE ARCHERS, 
You'VE GOT THEM BY 
THE EMOTIONS, BETTER 
WRITE, WIRE OR PHONE v 


TODAY, Loven Miss 


ye BOBBY ELLIS as DEXTER 
te MARY BRIAN as MRS. ARCHER 
% JOHN ELDREDGE as MR. ARCHER 





t 





Network (Continued from page 35) 


8:30-9 p.m. under auspices of Liggett 
& Myers Tobacco Co., through Cun- 
ningham & Walsh. 

Another program on ABC which was 
new a year ago is the United States 
Steel Hour dramatic series on Tues- 
days from 9 to 10 p.m. (BBD&O). Pro- 
gram alternates weekly with the new 
Elgin Tv Hour for Elgin National 
Watch Co., through Young & Rubi- 
cam. This marks a new trend for 
Elgin, which last year devoted its en- 
tire advertising budget to printed 
media. 

Sterling Drug, Inc., through Dancer- 
Fitzgerald-Sample, has purchased ABC’s 
Friday 9:30-10 p.m. segment for an 
as yet untitled mystery series, expect- 
ed to be filmed abroad. This series will 
make its bow as soon as the films are 
ready. On the same day at 7:30-8 p.m. 
the June Havoc show for General 
Mills has been slated for an early fall 
premiere (specific product is unde- 
termined ) . 


At css Television the biggest news 
appears to be the one-hour segment 


on Thursday nights, 8:30-9:30, which 
has been purchased by the Chrysler 
Corp. through McCann-Erickson. The 
series, probably musical variety cur- 
rently without a title, will be intro- 
duced by film star Betty Grable and 
her bandleader husband Harry James 
at an unannounced date. This is said 
to be Miss Grable’s first appearance 
on television. One show out of four 
will originate from the west coast, 
featuring movie celebrities. The other 
three will come from New York. 

A new show on cBs Television under 
Westinghouse institutional sponsor- 
ship (McCann-Erickson) is the Best 
Of Broadway, an hour-long drama 
series featuring such luminaries as 
Helen Hayes. Program has been slot- 
ted for Wednesday 10-11 p.m., to be 
fourth week. The other 
three weeks are taken by Blue Ribbon 
Bouts for Pabst Sales Co. (Warwick 
& Legler). 


seen every 


Billings Boost 


Both the Chrysler and Westinghouse 
programs were placed through Mc- 
Cann-Erickson, and played an import- 


ant part in raising that agency’s tv 
billings by a reported $9 million. 
The popular Omnibus upper-strata 
drama-variety program produced by 
the Ford Foundation’s Tvy-Radio 
Workshop, will begin its third year on 
cBs Television effective Sun., Oct. 17 
(5-6:30 p.m.). The series, which has 
room for four participating sponsors, 
has thus far signed three: Aluminum 
Ltd. of Canada through J. Walter 
Thompson, television 
debut; Scott Paper Co., also through 
the Thompson agency, which has been 


making _ its 


with the program for the previous two 
seasons, and Norcross, Inc. (greeting 
cards) handled by Abbott Kimball Co. 
The latter advertiser is also buying 
into network television for the first 
time. Omnibus has an interesting com- 
petitive position: On other networks, 
Super Circus for Mars, Inc. and Kel- 
logg ends its hour on ABC-TV at 6 p.m., 
and Meet The Press on nbc for Revere 
Copper & Brass begins at that time. 
Du Mont has no programs scheduled. 

Among css Television’s returning 
regulars is Toast of the Town with Ed 
Sullivan, 8 to 9 p.m., Sundays for 





YOU COVER 








\ THE TAR HEEL GOLDEN TRIANGLE* 


WINSTON-SALEM 


GREENSBORO 


HIGH POINT 


*, .. a 24-county market with retail 


sales of 


$1,028,000,000. 





WITH 


SIS 
chatg 





(Sales Management 1954 Survey of Buying Power) 


**218,599 sets as of August |, 1954— 
An increase of 45,259 sets in seven 


months. 


WSJS 


WINSTON-SALEM, N. C. 


CHANNEL 12 


> 


Interconnected 
Television Affiliate 


Represented By: 
HEADLEY-REED COMPANY 
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Martha Raye returns with a 10-show series 


Eck- 


its 8-9 p.m. 


Lincoln-Mercury 
hardt). 


Saturday slot is the Jackie Gleason 


(Kenyon & 
Returning to 


show. It has been renewed by its three 
participating sponsors: Schick, Inc. 
(Kudner Agency), Nestle Co. (Bryan 
Houston) and Sheaffer Pen Co. 
(Russel M. Seeds). The multi- 
sponsored Arthur Godfrey & His 
Friends continues on in the Wednes- 
day 8-9 p.m. slot for Toni Co., Pills- 
bury Mills and Frigidaire Div. of Gen- 
eral Motors. Also renewed is Alcoa’s 
See It Now featuring commentator 
Edward R. Murrow. Program occupies 
the 10:30-11 p.m. Tuesday 

through Fuller & Smith & Ross. 


period 


Tuesday Time Opera 
not filled its 


choice 8 to 9 p.m. time on Tuesdays. 


css Television had 
It is directly opposite a formidable 
lineup on NBC, consisting of Milton 
Berle (20 alternating shows for Buick 
Motors, Kudner, effective Sept. 21) 
and Martha Raye and Bob Hope com- 
pleting the cycle for Hazel Bishop and 
General Foods, respectively. Standing 
virtually alone against the Berle-Hope- 
Raye combination is Du Mont’s Life 
Is Worth Living 
Bishop Fulton J. Sheen, renewed for 


series featuring 
Admiral Corp. through Erwin, Wasey, 
8-8:30 p.m., effective November 2 for 
26 weeks. Closely following the latter 
program is ABC’s comparatively new 
and lively Twenty Questions at 8:30-9 
p.m. This program was a radio favor- 
ite for on the Mutual 


many years 


Broadcasting System, moving later to 
Du Mont for Bauer & Black. Its panel 
has been brought over intact to ABC-TV 
under the aegis of the Florida Citrus 
Commission (J. Walter Thompson). 

Still hanging in the balance in late 
July was the fate of cBs’s Suspense 
mystery-thriller series (Tues., 9:30-10 
p-m.) which has been dropped by 
Electric Auto-Lite, business handled 
by Cecil & Presbrey. With its final tele- 
cast on Aug. 17, Auto-Lite will break 
a six-year association with Suspense 
which began on cps Radi» July 8, 
1948. css Televis'on officials ( network 
owns the show) are undecided as to 
whether they will continue to offer it 
to viewers, possibly under new spon- 
sorship. 

cBs Television has also been devel- 
oping color plans. It has released a 
color schedule beginning Sun., Aug. 
22, and going through March 2. On a 
one-at-a-time basis, the network reports 
that coler telecasts of its regularly 
scheduled programs will include Tcast 
of the Town. Best of Broadwav, Studio 
One, The Jacke Gleason Show and 
Omnibus, among many others. Both 
the Arthur Godfrey morning show and 
the Garry Moore programs have been 
set for a consecutive week of color tele- 
casts to be seen Oct. 4-8 and Dec. 13- 
16, respectively. 

Slated for fall showing on cB; Tele- 
vision, but rot yet confirmed, are two 
other b&w; 
drama, and one, temporarily classified 


shows in one, a_ serial 


as musical-variety. Life With Father | 


(Continued on next page) 
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Network (Continued) 

“may” be put into a half-hour slot on 
cBs’ nighttime lineup. And, according 
to Young & Rubicam, agency for 
Bristol-Myers, their client is set to 
sponsor Celeste Holm in a new series 
on Sunday night (9:30-10 p.m.) be- 
ginning Oct. 10 in the slot presently 
occupied by Bristol-Myers’ Man Be- 
hind The Badge. 

Du Mont-Television Network has re- 
ported $3 million in gross time sales 
during a single week in late July. 
Aside from the previously mentioned 
Life Is Worth Living, some of Du 
Mont’s last season shows have signed 
for renewal: Life Begins At 80 for 
Serutan Co., Friday, 9-9:30 p.m.; 
American Chicle Co.’s. Rocky King, 
Detective stays on in the Sunday, 9- 
9:30 p.m. spot; Chance Of A Lifetime 
has been renewed by P. Lorillard (Old 
Gold cigarettes) in its regular 10- 
10:30 p.m. period on Fridays. In ad- 
dition, Du Mont Labs. will continue 
with What's The Story, Thursdays, 
8-8:30 p.m. 

One summer show which has re- 
newed for the upcoming season is The 
Goldbergs for Vitamin Corp. of Ameri- 
ca. This program presently occupies 
the spot which will be taken by Bishop 
Sheen. Definite day and time for The 
Goldbergs has not been announced. 


New Dramatic Series 


New business includes a new 30- 
minute dramatic series called Studio 
57 (Tues., 9-9:30 p.m.) which has 
been bought by Heinz Co. (Maxon) 
for 52 weeks beginning Sept. 14. Elec- 
tric Companies Advertising Program, 
according to the network, has _pur- 
chased a single two-hour “extrava- 
ganza” for late October. Another 30- 
minute, 13-week entry, Greatest Foot- 
ball Plays of the Week, has been con- 
tracted for by Hamm Brewing Co. and 
Drewys Ltd., u.s.a., Inc. (beer) 
through Campbell-Mithun and Mac- 
Farland, Aveyard, respectively, both 
effective Sept. 30. Football Plays will 
be carried on midwest and west coast 
Du Mont stations. 

The network has announced sale of 
a full-hour series of courtroom dramas 
titled They Stand Accused, day and 
time period to be announced. This 
show has been purchased by Consoli- 
dated Cosmetics for 52 weeks through 
Frank E. Duggan Advertising. 


Du Mont reports a cooperative setup 
including the 15-minute Captain Video 
and Marge & Jeff five-days-a-week 
series, the full-hour afternoon Paul 
Dixon Show (Mon.-Fri., 3-4 p.m.), 
Monday night boxing and wrestling 
bouts on Saturday nights, as well as 
the Plainclothesman mystery shows 
which are presently seen Sundays at 
9:30-10 p.m. This series, previously 
sponsored by Larus & Bro. (cigars), 
is now being offered on a co-op basis. 


Sports on Du Mont 


Continuing its emphasis on coverage 
of national sports events, Du Mont has 
reported the sale of the All-Star foot- 
ball game to Miller Brewing Co. (High 
Life beer). It is scheduled for 160 net- 
work stations. The Plymouth Div. of 
Chrysler Corp. through N. W. Ayer 
has signed for the Thanksgiving Day 
(Nov. 25) professional football game, 
on 160 stations. Du Mont was offering 
no daytime programming except 
across-the-board Paul Dixon Show. 

At summer’s end, NBe_ Television 
had announced a nighttime network 
sell-out, with the exception of Satur- 
days, 8:30-9 p.m. This spot may be 
filled 
series featuring Willard Waterman, 
however. 


with a new Great Gildersleeve 


Most of NBC’s regulars have re- 


newed including such favorites as 
Monday night’s Robert Montgomery 
Presents under alternating-week spon- 
sorship of S. C. Johnson through Need- 
ham, Louis & Brorby and American 
( BBD&O ) ; 


Tobacco Armstrong Cork 


Co.’s Tuesday night Circle Theatre, 
also BBD&O; Dragnet, on Thursdays 
for Liggett & Myers (Cunningham & 
Walsh); This Is Your Life featuring 
Ralph Edwards on Wednesdays for 
Hazel 


Spector), and many more. 


Bishop lipsticks, (Raymond 

Prominent among newcomers is the 
Saturday night lineup featuring all 
which will alternate 
with the Spectaculars. Most highly 


publicized is the George Gobel Show 


new programs 


which will feature the young comedian 
three out of four Saturdays from 10 
to 10:30, effective Oct. 2. This series 
will be sponsored by Armour & Co. 
and Pet Milk Co. on alternate weeks. 
Agencies, Foote, Cone & Belding and 
Gardner Advertising. Earlier that even- 
ing at 9:30, nBc has scheduled a new 
half-hour comedy show underwritten 
by the Texas Co. (Kudner) for which 




















Jimmy Durante and Donald O’Connor 
will star on alternate weeks beginning 
Oct. 2. From 9 to 9:30, also effective 
Oct. 2, the new Imogene Coca Show 
will be launched under participating 
sponsorship of Johnson & Johnson, 
Lewis Howe (Tums), s.0.s., and 
Griffin Mfg. Co. (shoe polish). Each 
sponsor will take alternating 10- 
minute segments. Every fourth Satur- 
day a new Spectacular will be seen in 
the time occupied by all three of these 
shows. 

Alternating with the Sunday night 
Spectaculars will be the established 
programs (all renewed for the 1954- 
55 season): Mr. Peepers, 7:30-8 p.m. 
for Reynolds Metals through Russel 
M. Seeds; and the following full-hour 
Colgate Comedy Hour, for Colgate- 
Palmolive Co. (Ted Bates). 


Sid Caesar 


Another ambitious schedule has been 
placed in Monday night’s roster to 
alternate with Mr. Hayward’s portion 
of the Spectaculars. The “other half” 
of the former Show of Shows team, 
Sid Caesar, has been well surrounded 
by sponsors for a full hour (8-9) be- 
ginning Sept. 27. American Chicle Co. 
through Dancer-Fitzgerald-Sample, 
Speidel Corp. (jewelry & watchbands) 
and Radio Corp. of America, with 
business placed by Sullivan, Stauffer, 
Colwell & Bayles and Kenyon & Eck- 
hardt, respectively, The three adver- 
tisers have each contracted for 20 
minutes of every program. Following 
immediately in the 9 to 9:30 period is 
the new series of authentic medical 
case histories called Medic, which will 
follow a documentary format. This of- 
fering, effective Sept. 13, has been pur- 
chased in full by Dow Chemical Co. 
(MacManus, John & Adams). 

Pontiac Motors, through MacManus, 
John & Adams has signed for the net- 
work’s Friday night, 8-8:30 segment, 
which will feature Red Buttons, effec- 
tive August 27. Pontiac formerly spon- 
sored Dave Garroway in this period. 
Red Buttons was dropped by General 
Foods on cBs (Mon., 9:30-10). Un- 
confirmed report from cBs is that Gen- 
eral Foods (Benton & Bowles) will 
retain this slot, but a format has not 
been selected. 

A further example of an advertiser 
transferring a show is Lever Bros.’ 
pact with nsec for its full-hour Lux 

(Continued on page 89) 








Duck Soup! 


Easy to make sales in the vast 
Intermountain Market? 

You bet! It’s duck soup —if you 
advertise on KSL-TV. This area station 
now includes in its primary area alone 
650 thousand people, who annually 
spend almost a billion dollars. 

For more return on your advertising 
money, the easy way, use... 


KSL‘TV 


SALT LAKE CITY 
Represented by CBS-TV Spot Sales 


Serving 39 counties in four western states 
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nother winner: 


from the portfolio of ay Sales Buiiders 





This is the only show of its kind in all television. And 
its unique program content is matched by the audience and 
sales marks it keeps chalking up every day. 


Scheduled in the “children’s hour,” it comes up as one of 
the top-rated juvenile shows on the screen; in other 
periods, it does just as well! In market after market, 
RAMAR’S pay-off audiences provide sales material for the 
station carrying this TPA feature. 


With Jon Hall available for commercials, RAMAR'sells as 
divers a list of products as we’ve even seen: from candy 
bars (juvenile appeal) to gas and oil (juvenile appeal?). 


While this TPA property is smashing all distribution 
records (it was recently bought for over 35 markets in 
the South-East—one of the largest deals ever made in that 
area), good availabilities still remain. If you’d like to tie 
up with an amazing sales builder, get in touch with TPA 
—fast. 


Television Programs of America, Inc. 


New York: 477 Madison Avenue 
Chicago: 2710 West Summerdale Avenue 
Hollywood: 6253 Hollywood Boulevard 





Spot Advertisers (Continued from page 53) 


stations) in the first six 
months in the North Central 
and Southcast areas, with a 
schedule of 2 day or night 
announcements per week per 
market. 


OMAR, INC, 
Bakery Products 
(Fitzmorris) 


Advertised in 9 markets (9 
stations) in the first six 
months, in the North Central 
and Northwest aréas, with a } 
schedule of day announcements 
and five or ten minute weather 
shows. 





ORKIN  ateaatass amit 
COMPAN 


Pest cd 
(Bearden-Thompson-Frankel) 


Advertised in 50 markets (54 
stations) in the first six 
months in the Southeast and 
Southwest areas, with a 
schedule of 1 or 2 night 
announcements per weck per 
market. 


PACIFIC COAST BORAX 
COMPANY 


Twenty Mule Team Borax 
(McCann-Erickson) 


Advertised in 48 markets (49 
stations) in the Ist quarier 
and 58 markets (58 stations) 
in the 2nd quarter, throughout 
the U. S. less the Northwest 
area, with a schedule of 1 
night half hour program per 
week per market. 


PACQUIN, INC. 


Pacquin Hand Cream & 
Silk ’n Satin Lotion 


(William Esty) 


Advertised in 55 markets (64 
stations) in the Ist quarter 
throughout the U. S., with a 
schedule of 2 to-8 day or night 
announcements. The two 
products alternate in most 
markets. 


PAPER-MATE CO., INC. 
Paper-Mate Pens 
(Foote, Cone & Belding) 


Advertised in 42 markets 

(63 stations) in the Ist 
quarter, and 49 markets (69 
stations) in the 2nd quarter, 
throughout the U. S., with a 
schedule of 2 to 4 night | 
announcements per week per | 
market, with heavier schedules | 
of 8 to 10 announcements in 
the major markets. 


MRS. PAUL’S KITCHEN 
Frozen Sea Foods 
(Aitkin-Kynett) 


Advertised in 6 markets (8 
stations) in the Ist quarter, in 
the North Central and 
Northeast areas, and 6 markets | 
9 stations) in the 2nd 
quarter in the Northeast and 
Southeast areas, with a j 
schedule of 1 to 3 night 
announcements per week per 
market. 


PAXTON & GALLAGHER 
COMPANY 


Butternut Coffee 
(Buchanan-Thomas) 


Advertised in 9 markets (12 
stations) in the Ist ouarter in 
the North Central, Northwest 
and West Coast areas, and 11 
markets (15 stations) in the 
North Central and Northwest 
and West Coast areas with a 
schedule of day and night 
announcements or 3 to 5 
weathercasts per week per 
market. 
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PENICK & FORD, LTD. 
My-T-Fine Desserts 
(BBD&O) 


Advertised in 7 markets (7 
stations) in the ist quarter 
in the Northeast, North 
Central and Southwest areas, 
and 45 markets (51 stations) 
in the 2nd quarter throughout 
— U. S. less the West Coast 

ca, with a schedule of 1 to 2 
day announcements per week 
per market, beginning in 
March. 


PEPSI-COLA CO./ 
BOTTLERS 
Pepsi-Cola 

(various) 


Advertised in 51 markets (63 
stations) throughout the U. S&.., 
in the first six months, with 
a heavy schedule of day and 
night announcements, and/or 
night half hour programs per 
market. 


PERSONAL PRODUCTS 
CORP. 

Yes Tissues 

(Compton) 


Advertised in 12 markets (19 
stations) in the first six 
months in the Northeast, with 
a schedule of 2 to 5 day or 
night announcements and onc 
night half hour program in 
sclected markets. 


PET DAIRY PRODUCTS 
COMPANY 

Dairy Products 

L. Clarke) 


Advertised in 8 markets (8 
stations) in the first six 
months in the Southeast and 
Northwest areas, with a 
schedule of 2 day or night 
anrouncements per week per 
market. 


(George 


PETER PAUL, INC, 
Peter Paul Mounds/ 
Almond Joy 


(Maxon) 


Advertised in 62 markets (92 
stations) in the first six 
months throughout the U. S. 
vith a schedule of 2 to 6 night 
announcements per ‘week per 
market with heavier schedules 
in the major markets. 


PHARMACEUTICALS, INC. 
Geritol 
(Edward Kletter) 


Advertised in 21 markets (22 
statiors) in the Ist quarter in 
the Southeast, Northeast, and 
North Central areas, and 16 
markets (16 stations) in the 
2nd quarter in the Southeast 
and West Coast areas, with a 
schedule of 2 to 5 day or 
night announcements per week 
ner market, wifh somé five, 
fifteen minute, or half hour 
programs. 


PHARMACRAFT CORP. 
Fresh Deodorant 
(J. Walter Thompson) 


Advertised in 4 markets (6 
s‘ations) in the Ist quarter in 
the Northeast and Southeast 
areas, and 7 markets (11 
stations) in the 2nd quarter 
in the Northeast, North 
Central, and Southeast areas. 
with a schedule of 2 day and 
2 night announcements per 
werk per market. 


PHILADELPHIA & 
READING COAL & IRON 
COMPANY 
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Reading Anthracite 
(McKee & Albright) 
Advertised in 7 mpebete (il 


with a schedule of 1 to 3 
night announcements per 
week per market. 


PHILLIPS PETROLEUM 
COMPANY 


Phillips 66 
(Lambert & Feasley) 


Advertised in 24 markets (24 
stations) in the ist quarter, in 
the North Central, Northwest, 
Southwest and West Coast 
areas, and 38 markets (41 
stations) in the 2nd quarter, 
in the North Central, 
Northwest, Southwest, West 
Coast and Northeast areas, 
with a schedule of 1 night 
half hour program per week 
per market. 


PILLSBURY MILLS, INC. 
Ballard & Ballard Biscuits 
(Campbell-Mithun) 

Advertised in 23 markets (25 


throughout the U. S., and 12 
markets (12 stations) in the 
2nd quarter, in the Southwest, 
Southeast, Northeast, and 

est t areas, with a 
schedule of 1 to 2 day or night 
announcements per week per 
market. 


Buttermilk Biscuits 
(Leo Burnett) 


Advertised in 4 markets (4 
stations) in the first six 
months in the North Central, 
Southeast and West Coast 
areas, with a schedule of 1 to 
2 day or night announcements 
per week per market. 


Country Style/Butternut 
iscuits 
(Leo Burnett) 


Advertised in 3 markets (3 
stations) in the Ist quarter in 
the North Central, Southeast 
and Southwest areas, with a 
schedule of 1 to 2 day or 
night announcements per wéek 
‘per market. 


PLANTERS NUT & 
CHOCOLATE Co. 
Planters Nuts 
(Lynn-Fieldhouse) 


Advertised in 4 markets (5 
stations) in the ist quarter in 
the Northeast, Southwest and 
West Coast areas, and 
markets (11 stations) in the 
Northeast, Southwest, West 


Coas 

in the 2nd quarter, with 
schedule of 2 to 5 day or night 
announcements pér week per 
market. 


) 


PLOUGH, INC. 
St. Joseph Aspirin 
(Lake-Shapiro-Shurman) 


Advertised in 27 markets (35 
stations) in the ist quarter 
throughout the U. S., and 8 
markets (9 stations) in the 2nd 
uarter in the ~~ oe West 


. with a 
schedule of 2 to 5 day or night 
announcements per week per 
market. 


PONDS EXTRACT CO. 
Pond’s Cosmetics 
(J. Walter Thompson) 


Advertised in 28 markets (59 
stations) in the first six 
months throughout the U. S., 
with a schedule of 2 to 7 day 
or night announcements per 
w per market, with a 
heavier schedule in the major 
markets. 





PRINCE MACARONI CO. 
Macaroni/ Spaghetti 
(Reingold) 


Advertised in 8 markets (9 
stations) in the first six months 
in the Northeast area, with a 
schedule of one night half 
hour program per week per 
market. 


PROCTER & GAMBLE 
COMPANY 


Camay Soap 
(Benton & Bowles) 


Advertised in 10 markets (10 
stations) in the first six 
months in the Southeast, 
Northeast, North Central and 
Northwest areas, with a 
schedule of 2 to 3 night 
announcements per week per 
market. 


Cheer 
(Young & Rubicam) 


Advertised in 22 markets (25 
stations) in the first six 
months throughout the U. S., 
with a schedule of 2 to 3 day 
or night announcements per 
week per market. 


Crisco 
(Compton) 


Advertised in 12 markets (13 
stations) in the first six 
months throughout the U. S. 
less the Northeast area, with a 
schedule of 2 to 3 night 
announcements per week per 
market. 


Dreft 
(Dancer-Fitzgerald-Sample) 


Advertised in 7 markets (8 
stations) in the ist quarter, in 
the Southeast and North 
Central areas, and 10 markets 
(10 stations) in the 2nd 
quarter, in the Southeast, 
Southwest, and North Central 
areas, with a schedule of 

2 to 5 day or night 
announcements per week per 
market. 


Drene Shampoo 
(Compton) 


Advertised in 47 markets (60 
stations) in the ist quarter 
throughout the U. S. and 4 
markets (5 stations) in the 
2nd quarter, in the Southeast 


announcements per week per 
market. 


Duz 
(Compton) 


Advertised in 7 markets (7 
stations) in the first six 
months in the Northeast 
and North Central areas, 
with a schedule of 2 day 
announcements per week per 
market. 


Gleem 
(Compton) 


Advertised in 97 markets (145 
stations) in the ist quarter 
throughout the U. S., and 117 
markets (156 stations) in the 
2nd quarter, with a schedule 
of 3 to 6 day or night 
announcements per week per 
market, with heavier schedules 
in major markets, and also 
occasional use of five and ten 
minute news programs. 


Ivory Bar Soap 
(Compton) 


Advertised in 6 markets (6 
stations) in the ist quarter in 
the Northeast and Southeast 
areas, and 10 markets (11 
stations) in the 2nd quarter, 
in the Southwest, Southeast, 
North Central and Northeast 
areas, with a schedule of 6 to 
7 day announcéments per week 
per market. 


(Continued on next page) 
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| Sales Builders 


No mystery about the success of this one. Here’s a brand 
new series, that boasts an unbroken record of success in 
every major medium. Ellery Queen is a fictional detective 
who is very real to tens*of niillions of fans. And Hugh 
Marlowe, star of stagé (“Voice of the Turtle”) and screen 
(“Twelve O’Clock High” and many others) brings him to 
vivid life in each episode. 


With scripts (whieh avoid sadism and brutality) super- 
vised by Ellery Queen, with production on the level of the 
highest quality dramatic offerings, the show has won 
instantaneous acceptance by local and regional advertisers 
throughout the country, as well as by stations which 
bought the property to make’ sure it was on their air. All 
of them are profiting, from the audience-building tie-in 
with the American Weekly. 


If you’re interested in a series where you know how you’re 
going to come out, ELLERY QUEEN is your dish. 


For availabilities on this proved winner, contact your 
nearest TPA office. 


Television Programs of America, Inc. 


New York: 477 Madison Avenue 
Chicago: 2710 West Summerdale Avenue 
Hollywood: 6253 Hollywood Boulevard 








from the portfolio of J rra| Sales Builders 








nother winner: 


Here’s a series that offers local and regional advertisers 
52 different, top quality, network calibre programs with 
a proved, impressive audience record. In every type of 
market . . . against every type of competition, it comes 
up with solid, pay-off ratings. 


Your* STAR SHOWCASE is a lavish, star-studded produc- 
tion. It’s a weekly parade of such audience-pulling names 
as Celeste Holm, Broderick Crawford, Ruth Hussey, Pres- 
ton Foster, Peter Lawford, Laraine Day, MacDonald Carey, 
Diana Lynn and Jack Carson, etc., etc., etc. 


Right now, this TPA show is doing a great job for adver- 
tisers throughout the country selling everything from 
automobiles to ready-to-wear. 


For availabilities on this proved winner, contact your 


nearest TPA office. 
*Advertiser or brand name 


Television Programs of America, Inc. 


New York: 477 Madison Avenue 
Chicago: 2710 West Summerdale Avenue 
Hollywood: 6253 Hollywood Boulevard 








Spot Advertisers (continued) 


Ivory Flakes 
(Compton) 


Advertised in 27 markets (33 
stations) in the ist quarter 
throughout the U. S. less the 
Southea:t area, and 50 markets 
(61 stations) in the 2nd quarter 
throughout the U. S., with a 
schedule of 2 to 6 day 
announcements per week per 
market. 


Ivory Snow 
(Benton & Bowles) 


Advertised in 22 markets (31 
stations) in the list quarter. 
and 31 markets (39 stations) 
in the 2nd quarter, throughout 
the U. S., less the Southwest 
area, with a schedule of 2 to 
5 day or night announcements 
per week per market. 


Joy 
(Biow) 


Advertised in 39 markets (45 
stations) in the Ist quarter 
throughoui the U. S. less the 
Southeast, and in 45 markets 
(75 stations) in the 2nd 
quarter, throughout the U. S. 
with a schedule of 3 to 5 day 
or night announcements per 
week per market. 


Lava Soap 
(Leo Burnett) 


Advertised in 31 markets (42 
stations) in the ist quarter 
throughout the U. S. less the 
Southeast and West Coast, and 
in 43 markets (54 stations) in 
the 2nd quarter, throughout 
the U. S. with a schedule of ' 
to 4 night announcements per 
week per market. 


Lilt 
(Biow) 


Advertised in 8 markets (11 
stations) in the ist quarter in 
the Southeast, Northeast, and 
Northwest areas, and in 11 
markets (17 stations) in the 
2nd quarter, throughout the 

S. less the Southwest area, 
with a schedule of 1 to 5 day 
or night announcements per 
week per market. 


Oxydol 
( Dancer-Fitzgerald-Sample ) 


Advertised in 7 markets (7 
s‘ations) in the first six 
months, in the Southeast. 
Northeast, Northwest and 
Southwest areas, with a 
schedule of 4 to 5 day 
announcements per week per 
market. 


Shasta Shampoo 
(Biow) 


Advertised in 32 markets (36 
ee. in the ist quarter, 
and in 22 markets (27 stations) 
in the 2nd quarter throughout 
the U. S., with a schedule of 1 
to 5 day or night 
announcements per week per 
market. 


Spic & Span 
(Biow) 


Advertised in 33 markets (39 
stations) in the first six 
months throughout the U. S., 
with a schedule of 2 to 7 day 
or night announcements per 
week per market beginning in 
March. 


Tide 
(Benton & Bowles) 


Advertised in 8 markets (8 
stations) in the ist quarter in 
the Southeast and North 
Central areas, and in 94 
markets (128 stations) in the 
2nd quarter throughout the 

with a schedule of 10 
to 15 day and 2 to 3 night 


announcements per ‘week per 
market. 


PURE OIL CO. 
Gas/Oil 
(Leo Burnett) 


Advertised in 30 markets (31 
stations) in the first six 
months in the Southeast, North 
Central and Northwest areas, 
with a schedule of 1 night half 
hour program per week per 
market. 


PURITY BISCUIT CO. 
Town House Crackers/ 
Cookies 
(Gillham) 


Advertised in 7 markets (8 
stations) in the Ist quarter, and 
4 markets (5 stations) in the 
2nd quarter, in the Northeast, 
Southwest, and North Central 
areas, with a schedule of 2 to 
3 day or night announcements, 
plus one night half hour 
program per week per market. 


QUAKER OATS CO. 


Aunt Jemima Cake/ 
Pancake Mixes 


(J. Walter Thompson) 


Advertised in 5 markets (5 
stations) in the Ist quarter, in 
the Southeast and Northeast 
areas, and 20 markets (23 
stations) in the 2nd quarter in 
the Northeast, Southeast and 
North Central areas, with a 
schedule of 2 to 3 day 
announcements per week per 
market. 


Ken-L_ Ration Meat/Meal/ 
Biscuit 
(Needham, Louis & Brorby) 


Advertised in 5 markets (8 
stations) in the Ist quarter in 
the Southeast, North Central 
and West Coast areas, and 7 
markets (10 stations) in the 
2nd quarter, in the Southwest, 
Southeast, North Central and 
West Coast areas, with a 
schedule of 2 to 8 day or night 
announcements per week pér 
market. 


QUALITY BAKERS OF 
AMERIC 


Breads 
(direct) 


Advertised in 29 markets (31 
stations) in the first six 
months throughout the U. S&., 
with a schedule of day or 
night announcements, or night 
half hour film programs in 
each market. 


RADIART CORP. 
CDR Rotor Antennas 
(Stern & Warren) 


Advertised in 33 markets (33 
stations) in the first six 
months throughout the U. S. 
‘with a schedule of 1 to 2 
night announcements per 
week per market. 


RALSTON PURINA CO. 
Ralston Cereals 
(Gardner) 


Advertised in 17 markets (21 
stations) in the ist quarter 
throughout the U. S. less the 
Southwest area, and 10 
markets (12 stations) in the 
2nd quarter in the Northeast, 
Southeast, Northwest and 
North Central areas, with 

a schedule of 2 to 5 day or 
night announcéments and 
occasional use of five or 
fifteen minute programs. 


RAPIDOL DISTRIBUTING 
COR 
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Blensol Hair Coloring . 
(Dowd, Redfield & Johnstone) 


Advertised in 12 markets (12 
stations) in the first six 
months throughout the U. S. 
less the North Central and 
Northwest areas with .. 
schedule of 1 to 3 day 

night announcements Der * week 
per market. 


RATNER MFG. CO. 
Sona Cosmetics 


Advertised in 78 markets (89 
stations) in the 2nd quarter, 
throughout the U. S., with a 
schedule of 1 to 3 day or 
night ten minute beauty talks 
per week per market. 





RAYCO MFG. CO. 


Auto Seat Covers/ 
Convertible Tops 


(Emil Mogul) 


} 
} 
| 
| 
Advertised in 34 markets (36 
stations) in the list quarter 
throughout the U. S. less the 
West Coast, and in 38 markets’ | 
(40 stations) in the 2nd | 
quarter, wih a schedule of 1 
to 7 night announcements per | 
week per market. 


READY-TO-BAKE 
FOODS, INC. 
Puffin’ Biscuits 

(Henri, Hurst & McDonald) 


| 
Advertised in 16 markets (16 | 
stations) in the Ist quarter, in | 
the Southeast, North a | 
and Southwest areas, andin 12 | 
markets (12 stations) in the 
2nd quarter, in the Southeast | 
and Southwest areas with a | 
schedule of 1 to 3 day } 
announcements per week per | 
market. | 


REARDON CO. 
Paints 
(Krupnick) 


Advertised in 29 markets (34 
stations) in the 2nd quarter, 
throughout the U. S. less the 
Northeast, with a schedule 
of 2 to 5 day or night 
announcements per week per 
market, in May and June. 


REDDI-WIP MFG. CO. 
Whipped Cream 
(Ruthrauff & Ryan) 


Advertised in 17 markets (20 
stations) in the ist quarter 
throughout the U. S. less the 
Southeast area, and in 21 
markets (27 stations) in the 
2nd quarter, throughout the 
U. S. less the Southwest area, 
with a schedule of 1 to 5 day 
announcements per week per 
market, beginning in 
February. 





WILLIAM B. REILY & 
co., INC, 

Luzianne Coffee 
(Walker Saussy) 


Advertised in 18 markets (19 
stations) in the first six 
months, in the Southeast and 
Northeast areas, with a 
schedule of 3 to 10 day or 
night announcements per week 
er market, starting in 
ebruary. 


RENUZIT HOME 
PRODUCTS CO. 


Renuzit Cleaner 
(Feigenbaum & Wermen) 


Advertised in 11 markets (19 
Stations) in the ist quarter, 
and 15 markets (28 stations) in 
the 2nd quarter, in the North 
Central, Northeast and West 
Coast areas, with a schedule of 
2 to 4 day announcements per 
week per market, beginning in 
arc 





REVLON PRODUCTS 
CORP. 


Cosmetics 
(William H. Weintraub) 


Advertised in 42 markets (42 
stations) in the first six 
months throughout me U. S. 
with a schedule of 1 night 
time half hour film program 
per week per market. 


R. J. REYNOLDS 
TOBACCO CO. 


Prince Albert Pipe Tobacco 
(William Esty) 


Advertised in 58 markets (60 
stations) in the first six 
months throughout the U. S. 
less the Southwest with a 
schedule of 1 to 2 night 
announcements per week per 
mark>t. 


Winston Cigarettes 
(William Esty) 

Advertised in 47 markets (69 
stations), in the 2nd quarter, 
in the Northeast, Southeast, 
and North Central areas, with 
a varied schedule of day 
and night announcements. 


RIVAL PACKING CO. 
Dog Food 
(Charles Silver) 


Advertised in 68 markets (83 
stations) in the first six 
months throughout the U. S. 
less the Southwest and West 
Coast areas, with a schedule 
of 1 to 9 day or night 
announcements per week per 
market. 


ROCKWOOD & CO. 
Rockwood Chocolates 
(Paris & Peart) 


Advertised in 53 markets (54 
s on in the ist quarter, 
and in 33 markets (36 stations) 
in the 2nd quarter, thronthew: 
the U. S. with a schedule of 1 
to 2 day announcements per 
week per market, beginning in 
February. 


ROMAN CLEANSER CO. 
Roman Cleanser 
(Gleason) 


Advertised in 11 markets (11 
stations) in the first six 
months in the Southeast and 
North Central areas hay a 
schedule of 2 to 5 day 

night announcements oor week 
per market. 


RONSON ART METAL 
WORKS, INC. 

Ronson Lighters/Fuel 

(William H. Weintraub) 


Advertised in 17 markets (26 
stations) in the Ist quarter 
throughout the U. S., and 14 
markets (23 stations) in the 
2nd quarter, in the U. S. less 
the Southeast area, with a 
schedule of 1 to 4 night 
announcements per week per 
market. 


ROSEFIELD PACKING CO. 
Skippy Peanut Butter 
(Guild, Bascom & Bonfigli) 
Advertised in 6 markets (6 
stations) in the Northeast, 
Southeast, Northwest and 
West Coast areas, in the first 
six months with a schedule of 
1 day or night half hour film 
program per week per market. 


ROTO-BROIL CORP. 
OF AMERICA 


Rotisseries 
(Product Services) 


(Continued on next page) 
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This unique property has everything any sponsor wants. 
It’s as authentic as the unstinted cooperation of the French 
Government and the Legion could make it. It reflects 
(through brilliant, quality production) all the magical 
audience appeal contained in the words, “The Foreign 
Legion” and “The Sahara”—a combination that has in- 
cubated one of the highest percentages of smash box-office 
hits in show business. 


It stars Buster Crabbe who’s been in the public eye (and 
always favorably) since he was 16. And for extra audience 
impact, it introduces his son “Cuffy” in one of the most 
appealing roles ever created. Both are available for com- 
mercials. 

And on top of all this, it comes complete with a built-in, 
powerful merchandising package for each market that’s 
absolutely free. 


This is one that will go fast. Check any TPA office for 
availabilities on a sure winner. 


Television Programs of America, Inc. 


New York: 477 Madison Avenue 
Chicago: 2710 West Summerdale Avenue 
Hollywood: 6253 Hollywood Boulevard 
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This is the show BBD&O grabbed for Campbell Soup— 
even before it was offered for regional sale. It’s scheduled 
for showing and selling next. Fall over a coast-to-coast 
CBS hookup. 


Agency and client immediately recognized a sure winner 
in this TPA property. 


For this TPA program has a story line that’s irresistible 
to young and old—with script to match. Billing credits are 
evenly divided between that wonder dog “Lassie” and a 
child star every parent will approve and every kid will 
envy. Production is tops—all down the line. 


Sorry, this one is not available. But for other quality pro- 
grams whose scripts, stars and showmanship make them 
sure audience winners and product sales builders, check 
your nearest TPA office. 


Television Programs of America, Inc. 


New York: 477 Madison Avenue 
Chicago: 2710 West Summerdale Avenue 
Hollywood: 6253 Hollywood Boulevard 








Spot Advertisers (Continued) 


Advertised in 22 markets (27 
stations) in the ist quarter in 
the Northeast, Southeast, 
North Central and West Coast 
areas, and in 30 markets (39 
stations) in the 2nd quarter in 
the U. S. less the Southwest, 
with a schedule of fifteen 
minute demonstration programs 
plus occasional night 
announcements in each market. 


HELENA RUBINSTEIN, 
INC, 


Cosmetics 


(Hewitt, Ogilvy, Benson & 
Mather) 


Advertised in 29 markets (41 
stations) in the first six 
months, throughout the U. &., 
with a schedule of 2 to 4 ow 
or night announcements pe 

week per market, with weevier 
schedules in selected major 
markets. 


Ss. O. S. CO. 
SOS Cleaner 
(McCann-Erickson) 


Advertised in 37 markets (48 
stations) in the first six 
months, throughout the U. S., 
with a schedule of 2 to 5 day 
or night announcements per 
week per market. 


Soil-Off Paint Cleaner 
(McCann-Erickson) 


Advertised in 24 markets (29 
stations) in the Ist quarter 
and 33 markets (42 stations) 


day or night announcements 
per week per market. 


SAFEWAY STORES, INC. 
Foods/ Stores 
(various) 


Advertised in 25 markets (42 
stations) in the tst quarter, 
and in 29 markets 49" stations) 
in the 2nd quarter, throughout 
the U. S., with a schedule of 
» J and night announcements, 
~— half —— day and night 
Im programs. 


SALADA TEA CO., INC. 
Salada Tea 
(Herman W. Stevens) 


Advertised in 28 markets (35 
stations) in the first six 
months, in the Northeast, 
North Central and West Coast 
areas, with a schedule of 1 to 
5 day announcements per 
week per market. 


SALES BUILDERS, INC. 
Max Factor Cosmetics 
(Young & Rubicam) 
Advertised in 8 markets (19 
stations) in the first six 
months, in the Northeast, 
North Central and West 
Coast areas, ‘with a heavy 
schedule of 10 to 20 night 
announcements per week per 
market. 


JOSEPH E. SCHLITZ 
BREWING CO. 

Schlitz Beer 

(Lennen & Newell) 
Advertised in 20 markets (20 
stations) in the ist quarter, 
and in 26 markets (26 stations) 
er, throughout 
h a schedule of 
one night half hour program 
per week per market. 


SCOTT PAPER CO. 


Cut-Rite Wax Paper/ 
Scottie Tissues 





(J. Walter Thompson) 


Advertised in 5 markets (5 
stations) in the Ist quarter, in 
the Southeast, Northeast and 
North Centrai areas, and 6 
markets (7 stations) in the 2nd 
quarter, throughout the U. S. 
less the Southwest aréa, with 
a schedule of one night half 
hour film p prcarem per week 
per marke 


SEECK & KADE, INC, 
Pertussin Cough Remedy 
(McCann-Erickson) 


Advertised in 5 markets (7 
stations) in the Ist quarter, 
and 5 markets (6 stations) in 
the 2nd quarter, in the 
Northeast, North Central and 
West Coast areas, with a 
schedule of 2 to 6 day or night 
announcements per week per 
market. 


SERUTAN CO. 
Serutan 
(Edward Kletter) 


Advertised in 39 markets (41 
stations) in the first six 
months throughout the U. &., 
with a schedule of 3 to 5 five 
minute programs and 
occasional use of half hour 
night time programs in 
selected markets. 


SEVEN-UP CO./BOTTLERS 
Seven-Up 
(various) 


Advertised in 19 markets (26 
stations) in the ist quarter, 
and 24 markets (28 stations) 
in the 2nd quarter, throughout 
the U. S., with a varied 
schedule of spots and local 
programs. 


W. A. SHEAFFER PEN CO. 
Sheaffer Pens 
(Russell M. Seeds) 


Advertised in 37 markets (46 
stations) in the 2nd quarter, 
throughout the U. S., less 
the Southwest, ‘with a schedule 
of 2 to 10 day or night 
announcements per 'week per 
market. 


SHELL OIL CO. 
Shell Gas/Oil 
(J. Walter Thompson) 


Advertised in 18 markets (19 
stations) in the Ist quarter 
throughout the U. S. less the 
Southwest, and 25 markets (41 
stations) in the 2nd quarter 
Crougnest, the U._S., with a 
schedule of five minute or 
fifteen minute news or 
‘weathercasts per market, plus 
occasional use of day 
announcements. 


SINCLAIR REFINING CO. 
Sinclair Gas/Oil 
(Morey, Humm & Johnstone) 


Advertised in 20 markets (23 
stations) in the first six 
months throughout the U. 
less the West Coast, with a 
schedule of 1 to 3 night 
announcements, or 1 to 3 five 
minute weathercasts, 
occasional use of one half 
hour night film program. 


SINGER SEWING 
MACHINE Co. 

Singer Sewing Machines 
(Young & Rubicam) 
Advertised in 8 markets (8 
stations) in the ist quarter 
throughout the U. S. less the 
Northeast, and 10 markets (10 


stations) ‘in the 2nd quarter, 
with a schedule of oné night 


(Continued on page 70) 
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have in COMMON? 


THEY ALL WATCH A MEREDITH’ 
TV STATION! 


Yes, Meredith* Stations in these four important markets provide television service 
for hundreds of thousands of set owners. You can reach each of these large 
markets most effectively, most economically on a Meredith* TV Station. 


Meredith “/eleutsiou Stations 
KCMO-TV - KPHO-TV + WHEN-TV + WOW-TV 


KANSAS CITY, MO. PHOENIX, ARIZ. SYRACUSE, N.Y. OMAHA, NEBR. 
KCMO.-TV, WHEN-TV & KPHO-TV represented by The Katz Agency. WOW-TY represented by Bla r-TV, Inc. 


” Meredith Television Stations are Affiliated with Better Homes and Karim 1) g 


and Gardens 
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This is the prize-winner International Harvester selected 
for its television debut (via Leo Burnett) in what the 
trade papers called “One of the largest national deals 
ever made.” 


HALLS OF Ivy is a show to which superlatives naturally 
gravitate. As a radio program it won the highest critical 
acclaim . . . the most enthusiastic audience response . . . 
the most coveted awards and citations. As a new TV series, 
it’s marked by the most lavish production . . . the most 
scintillating scripts . . . the top stars . . . the most inspired 
casting. It has received the loudest plaudits from the top 
agencies and advertisers in the country. 


HALLs OF Ivy is unquestionably the most delightful, the 
most distinguished, the most desired program in television. 


For details on availabilities, get in touch with TPA for 
the most satisfying buy you’ve ever made. 


Television Programs of America, Inc. 


New York: 477 Madison Avenue 
Chicago: 2710 West Summerdale Avenue 
Hollywood : 6253 Hollywood Boulevard 


Spot Advertisers (Continued from page 68) 


half hour film program per 
week per market. 


SMITH BROS., INC. 
Cough Drops 

(SSC&B) 

Advertised in 33 markets (35 
stations) in the Ist quarter 
throughout the U. S. less the 
Southeast and Southwest 
areas, with a schedule of 1 or 
2 night announcements per 
week per market, ending in 
February. 


SOCONY 
co., INC. 
Mobilgas/Mobiloil 

(Compton) 

Advertised in 32 markets (41 
stations) in the 2nd quarter 

throughout the U. S., less the 
West Coast, with a schedule of 
3 to 7 night announcements 
per week per market. 


VACUUM OIL 


SOUTHERN BELL 
TELEPHONE CoO. 


Telephone Service 
(Tucker Wayne) 


Advertised in 10 markets (15 
stations) in the first six 
months in the Southeast, wiih 
a schedule of 1 to night 
announcements per week per 
market. 


E. R. SQUIBB & SON 
Lather Foam Shave Cream, 
Squibb Aspirin, Angle 
Toothbrush, Sweeta 
(Cunningham & Walsh) 


Advertised in 11 markets (11 
stations) in the first six 
months throughout the U. S. 
less the Northeast area. These 
products alternate 2 
announcements per week per 
market. . 


STANBACK CO., LTD. 
Stanback Powders/Tablets 
(Piedmont) 


Advertised in 12 markets (13 
stations) in the Ist quarter 
throughout the U. S. less the 
West Coast, and 8 markets (9 
stations) in the 2nd quarter, 
with a schedule of 3 to 5 night 
announcements per week per 
market. 


STANDARD BRANDS, INC, 
Blue Bonnet Margarine 
(Ted Bates) 


Advertised in 58 markets (81 
stations) in the first six 
months throughout the U. S., 
with a schedule of 2 to 6 night 
announcements per ‘week per 
market. 


Chase & Sanborn Coffee 
(Instant) 
(Compton) 


Advertised in 42 markets (64 
stations) in the first six 
months throughout the U. S. 
less the Southwest, with a 
schedule of 3 to 12 day or 
night announcements plus 
occasional five or fifteen 
minute newscasts. 


Chase & Sanborn Coffee 
(Regular) 


(Compton) 


Advertised in 49 markets (66 
stations) in the first six 
months throughout the U. S. 
less the Northwest, with a 
schedule of 2 to 8 day or nicht 
announcements per weck per 
market. 
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Fleischmann’s Yeast 
(Ted Bates) 


Advertised in 10 markets (10 
siations) in the first six 
months throughout the U. S. 
less the Southeast area, with a 
schedule of 2 day 
announcements per week per 
market, beginning in 
February. 


Royal Desserts 
(Ted Bates) 


Advertised in 61 markets (84 
stations) in the first six 
months throughout the U. S., 
with a schedule of 2 to 6 day 
or night announcements per 
week per market, with heavier 
schedules in their major 
markets. 


Tenderleaf Tea 
(Compton) 


Advertised in 17 markets (24 
stations) in the first six 
months in the Northeast, 
North Central and Southeast 
areas, with a schedule of 4 to 7 
night announcements per week 
per market. 


STANDARD OIL CO. OF 
CALIFORNIA 


Chevron Gas/RPM Oil 
(BBD&O) 


Advertised in 12 markets (12 
stations) in the first six 
months in the Southwest 
West Coast areas, with a 
schedule of one night half 
hour film program per week 
per market. 


and 


STANDARD OIL CO. OF 
INDIANA 


Standard Gas/Oil 
(McCann-Erickson) 


Advertised in 6 markets (6 
stations) in the Ist quarter, 
and 10 markets (12 stations) 
in the 2nd quarter in the 
North Central and Northwest 
areas, with a schedule of ten 
minute or fifteen minute 
1ewscas's in each market. 


STANDARD OIL CO. OF 
OHIO 


Sohio 
(McCann-Erickson) 


Advertised in 7 markets (8 
stations) in the Ist quarter, 
and 9 markets (13 stations) in 
the 2nd quarter, in the North 
Central area, with a schedule 
of five minute, ten minute or 
fifteen minute newcasts, plus 
occasional use of half hour 
film programs. 


STERLING DRUG, INC. 
Bayer Aspirin 
(Dancer-Fitzgerald-Sample) 


Advertised in 51 markets (70 
stations) in the ist quarter, 
and 62 markets (77 stations) 
in the 2nd quarter, throughout 
the U. S., ‘with a schedule of 
2 to 6 day or night 
announcements per week per 
market. with heavier schedules 
in selected major markets. 


Haley’s M.O. 


(Dancer-Fitzgerald-Sample) 
Advertised in 17 markets (18 
sta‘iors) in the first six 
months. throughout the U. S.. 
lers the Southwest aréa, with 
a schedule of 2 to 6 day or 
nieht arnouncements per week 
per market, beginning in 
February. 


Phillips Milk of Magnesia 


(Dancer-Fitzgerald-Sample) 


(Continued on page 72) 
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... the fellow who peddled 
plastic toaster covers for 
people with square heads 
to use as shower caps 


t 


Two days later he was swamped with 1,072 requests 
in answer to this single announcement on his eleven 
o'clock show. There aren’t that many squareheads 
in WPTZ’s audience. But people just can’t help 
‘ e responding to Jack Pyle, Philadelphia’s newest tele- 
vision star. No wonder his nighttime show is sold 
‘ out through next year. 

So we opened up two new slots for Jack Pyle daily 
§ Monday through Friday at 12 to 12:15 and 12:45 to 
5 , 1:00 p.m. The only way we can describe these shows 
& is that they hold your attention like overhéaring a 
conversation at the next table. Maybe Pyle will talk 
about a fellow he knows who’s a lighthouse keeper. 
Maybe he’ll interview somebody, talk about radio 
or TV, or call his wife. He’s built such a tremendous 
following among women that he’s a natural for 
household products. And the way he handles a live 
commercial . . . well, you know what happened to 
the shower caps for square heads. It should happen 
to you. Better call or write WPTZ for details, or get 

in touch with your Free & Peters “‘Colonel.”’ 


WPTZ 


Philadelphia cuannex 3 


AFFILIATED WITH NBC TELEVISION NETWORK 














WESTINGHOUSE BROADCASTING COMPANY, INC. 
wetz + xrw, Philadelphia; wez-weza + wez-tv, Boston; 
xpKA, Pitisburgh; wowo, Fort Wayne; xex, Portland 


Represented by: FREE & Peters, INC. 
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Another example of TPA coming in “first with the finest.” 
This time, it’s for advertisers who want to make money 
while the sun shines. 


“THE FAMILY NEXT Door,” now before the cameras, is a 
fifteen-minute, daytime dramatic serial built around the 
warm story of a woman alone and those she loves. Produced 
for TPA by Prockter Television Enterprises, it carries the 
mark of success prominently displayed by such Prockter 
features as “The Big Story” and “Treasury Men in 
Action.” It plays like big-time, night-time entertainment. 


Recent research has shown that daytime viewers are just 
the kind of people most advertisers want to reach. They’re 
young, richer; they have more children. And their buying 
habits reflect these sales-building characteristics. 


For local and regional advertisers who want to cash in on 
the vast potential of daytime television . . . who want to 
capture the most desirable and easily available periods— 
“THE FAMILY NEXT Door” is the vehicle to do the job. 
It’s coming soon—from TPA. 


Television Programs of America, Inc. 


New York: 477 Madison Avenue 
Chicago: 2710 West Summerdale Avenue 





Hollywood: 6253 Hollywood Boulevard 








Spot Advertisers (continued from page 70) 


Advertised in 48 markets (55 
stations) in the first six 
months, throughout the U. &., 
with a schedule of 2 to 6 day 
or night announcements per 
week per market. 


eee var CAMP, 


Honor Brand Frozen Foods 
(Kelso Norman) 


Advertised in 10 markets (10 
stations) in the Ist quarter 
throughout the U. less the 
Southeast, and 8 markets (8 
stations) in the 2nd quarter, 
in the West Coast, Southeast, 
Northeast and North Central 
areas, with a schedule of 1 to 
3 day or night announcements 
per ‘week per market. 


Van Camp Canned Foods 
(Calkins & Holden) 


Advertised in 21 markets (21 
stations) in the first six months 
throughout the U. S. less the 
Northeast, with a schedule of 
2 day announcements per 
week per market, plus 

occasional use of 1 to 3 fifteen 
minute local programs. 


STRIETMANN BISCUIT 
COMPANY 


Crackers 
(Ralph H. Jones) 


Advertised in 15 markets (16 
stations) in the first six 


a 
schedule of 1 night halt, 22. 
film aan A \ to 5 fifteen 
minu 


SUN OIL CO. 
Sunoco 
(Ruthrauff & Ryan) 


Advertised in 40 markets (53 
stations) in the first six 
months in the Northeast, 
Southeast and North Central 
areas, with a schedule of 1 to 
4 night announcements per 
week per market. 


SUNSHINE BISCUIT CO. 
Cookies/Crackers 
(Cunniagham & Walsh) 


Advertised in 31 markets (45 
stations) in the first six 
months throughout the U. S. 
mee the West Coast, with 
and/or schedules of day 
foe bn ht anncuncements— 
per market. 


SWIFT & CO. 
Dairy Products 
(McCann-Erickson) 


Advertised in 26 markets (27 
stations) in the 2nd quarter, 
throughout the U. S., with a 
schedule of 2 to 5 day 
announcements per w 


Jewel Shortening 
(Gardner) 


Advertised in 12 markets (13 
stations) in the first six 
months in the Southeast and 
Southwest, with a schedule of 
2 to 7 day or night 
announcements per week per 
market. 


Meat/Poultry Products 
(J. Walter Thompson) 


Advertised in 28 markets (30 
stations) in the ist quarter, 
throughout the U. S. less the 
North Central area, and in 43 
markets (49 stations) in_ the 
2nd wrarter he - ny the 
U. S., ‘with édule of 2 to 
5 day or night announcements 
per week per market. 
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TAYLOR-REED CORP. 
Q-T Instant Frosting 
(Lewin, Williams & Saylor) 


Advertised in 8 markets (8 
stations) in the first six 
months, in the Northeast, 
North Central, and 
Northwest areas, with a 
schedule of 2 to 10 day or 
night announcements fF 

week per market, ning in 
February. 


TEA COUNCIL OF U.S.A.., 
INC, 


Tea Promotion 
(Leo Burnett) 


Advertised in 12 markets (34 
stations) in the ist quarter in 
the Northeast, North Central 
and West Coast areas, and in 
29 markets (51 stations) in the 
2nd quarter throughout the 
U. S., with a schedule of 10 to 
12 day or night announcéments 
per week per market. 


TETLEY TEA CO., INC. 
Tetley Tea 

(Geyer) 

Advertised in 29 markets (30 


areas, with a schedule of 1 or 
2 day or night announcements 
per week per market. 


TEXAS RICE 
PROMOTION ASSN. 
Rice 

(Wilkinson-Schiwetz & Tips) 


Advertised in 6 markets (6 
stations) in the Ist Guaster 
throughout the U. S. less the 
Southeast, and in 14 markets 
(14 stations) in the 2nd 
quarter, with a schedule of 3 
day announcements per 'week 
r market, beginning in 
ebruary. 


TEXIZE CHEMICAL CO. 
H hold Cl 7 
(Henderson) 


Advertised in 13 markets (15 
stations) in the first | 
months in the Southeast area, 
with a schedule of 1 to 3 night 
announcements pér week per 
market. 








TIDE WATER 
ASSOCIATED OIL CO. 
Tydol/Veedol 
(Buchanan) 


Advertised in 10 markets (11 
stations) in the ist ear er. in 
the Northeast and Coast 
areas, and 8 markets (9 
stations) in the 2nd quarter in 
the Northeast area, th a 
schedule of five minute enifer 
fifteen minute sportscasts. 


TONI CO. 
Bobbi Home Permanent 
(Tatham-Laird) 


Advertised in 40 markets (43 
stations) in the ist quarter, 
and in 48 markets (52 stations) 


throughout the U. S., with a 
schedule of 1 to 3 day or night 
announcements per week per 
market, beginning in 
February. 


Prom Home Permanent 
(Leo Burnett) 


Advertised in 19 markets (24 
stations) in the ist quarter 
throughout the U. S., and 12 
markets (13 stations) in the 
2nd quarter in the West 


(Continued on page 76) 
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FILM COMMERCIAL DIRECTORY 


One of the series of Phillip Morris com- 
mercials seen on the many shows spon- 
sored by Phillip Morris. Agency: The 
Biow Co. Advertiser: Phillip Morris & 
Co. Ltd. Ine. 





TELEVISION 
GRAPHICS, INC. 

245 West 55th Street 

New York 19, New York. 
JU 6-1922 





Two Pepsodent animated commercials 
for use in both color and black and 
white television, featuring Pepsodent’s 
New Flavor. Agency: McCann-Erick- 


so. Inc. Advertiser: Lever Bros. 





TELEVISION 
GRAPHICS, INC. 
245 West 55th Street 


New York 19, New York. 
JU 6-1922 





“BLINKEY” has been selling AMAZO 
INSTANT DESSERT in 23 markets. 
Producer, Murray King filmed the three 
minutes of commercial for The Ameri- 
can Maise Products Co. and then inte- 
grated the commercial with THE AD- 
VENTURE OF BLINKEY film series. 
Commercials included BLINKEY and 
his friends from the MIGHTY-MIXED- 
UP FOREST. Agency: Kenyon & Eck- 


ardt, Inc. 





BLINKEY 
PRODUCTIONS, INC. 
106 West End Avenue 
New York 23, New York. 
SU 7-4429 





Sixteen-second puppet insert for one 
minute live BRYLCREEM spot, through 
Wilbur Streech Productions. Agency, 
Atherton & Currier. The action of the 
puppet insert is coordinated with the 
BRYLCREEM jingle and can be used 
as a lift-out. GLOBAL free-moving pup- 
pets offer a vast variety of original 
treatments used alone or combined with 
live. We'll be glad to consult with you 
on your story boards in development. 


~ 





GLOBAL 
TELEFILMS, INC. 
35 West 53rd Street 


New York, New York. 
Cl 5-799] 








il, aluminum, hydroelectric 
0 power, iron ore: These are the 
ingredients that have sparked Canada’s 
remarkable postwar boom, And now 
television has joined the growing list 
of thriving new industries in the Do- 
minion as U. Ss. advertisers rush north 
to enter the lucrative market. 

Canadian tv is less than two years 
old, dating from September, 1952, 
when cBFT Montreal and cBLt Toron- 
to went on the air. There are now 
twelve outlets operating north of the 
border. Six are owned by the govern- 
ment through the subsidized Canadian 
Broadcasting Corp. — CBLT, CBMT 
Montreal, cpot Ottawa, cBuT Van- 
couver, CBWT Winnipeg and _ the 
French-language cBFT. First of the 
private stations, CKSO-TV Sudbury, 
bowed last October. One month later 
CFPL-TV London followed. ckco-tTv 
Kitchener and cuHusJ-tv St. John be- 
gan in March, cHcH-Tv Hamilton in 
June, CFCM-TV Quebec in July. cKcK- 
TV Regina and cjcB-Tv Sydney sign 
cn this month. 

Canada has licensed 8 more private 
stations (most applicants are radio or 
newspaper owners) and one additional 
cBc outlet (in Halifax), all scheduled 
for completion by the end of this year. 
By then, according to A. D. Dunton, 
chairman of the cBc board of govern- 
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ors, television should cover an area “in 
which live about 75 per cent of the | 
total population. This will have been 
done within a two-year period.” 

As to actual set penetration, predic- 


tions are more cautious. Robert P. 
Tait, manager of the program division 
of All-Canada Radio Facilities, Ltd., 
figures it will take a good six years 
before half the potential audience have 
receivers in their homes. Set sales, 
however, are booming. The latest 
Radio-Television Manufacturers Assn. 
of Canada count is 730,000 in use, 
more than double that of one year 
ago, and sales are running at the rate 
of 40,000-50,000 sets a month. (Tele- 
vision receivers in Canada are fairlv 
expensive, priced 20 to 30 per cenit 
higher than the same models in the 
u. s. A 17-inch table-model Admiral, 
for instance, costs around $229. Many 
Canadians find it cheaper to buy sets 
in this country despite the duty.) 


Under Wraps 


The young Canadian tv industry is 
an anomaly in free enterprise terms. 
The csc, which regulates the private 
as well as government stations, has de- 
creed that there shall be no competi- 
tion within a market until all the ma- 
jor areas in the Dominion are under 
the television umbrella. (The two Mon- 


border | 


4 
F 


treal stations are English and French 
speaking respectively.) Once the lead- 
ing cities each have an outlet, the 
government will set up its own or li- 
cense private competitors. 

Nevertheless, some Canadian tele- 
casters are getting a stiff indoctrina- 
tion in competitive operations. Toron- 
to’s CBLT, for instance, finds a large 
part of its potential audience regularly 
tuned in to WBEN-TV Buffalo, across 
the border. (Elliott-Haynes, Ltd., the 
“Hooper” of Canada, gave Studio One 
a rating of 62.6 on WBEN-TV, 16.3 the 
same night on CBLT.) CKNS-TV Kings- 
ton will have competition from Water- 
town, N. Y., starting in September. 

Program-wise, Canadian television 
is also a mixture. It offers a fairly even 
balance between American-originated 
sponsored shows and Canada-created 
sustainers heavy on music, education 
and drama. At present, more live pro- 
grams originate in Toronto than in 
any other North American city except 
New York and Hollywood. (Interest- 
ingly enough, six of the 10 most popu- 
lar programs in Toronto are U. Ss. 
shows; in Montreal the preference is 
four out of five.) 

Both the csBc and the privately- 
owned stations are members of the 
same embryo network, a microwave 
relay system linking Toronto, Ottawa, 

















Montreal, London and Kitchener (a 
spur between Buffalo and Toronto 
brings in the live U. s. programs). The 
system is due to reach Windsor shortly 
and the Bell Telephone Co. announced 
last May that preliminary work on a 
Toronto-to-Winnipeg link, scheduled 
for completion in late 1956, had been 
started. For Sudbury, Winnipeg and 
Vancouver—and those stations to come 
in the Prairie Provinces and British 
Columbia beyond the range of the 
present microwave relay—cBC supplies 
kinescopes of its own and imported 
shows. 

Of the 50-odd program hours a week 
carried by stations (most of them go 
on the air around 4:30 or 5 p.m., sign 
off between 11 p.m. and midnight) 
some ten and a half are supplied by 
the cBc. The rest are programmed lo- 
cally. About 18 hours—roughly one- 
third of the schedule—are commercial, 
sold to Canadian firms or Canadian 
subsidiaries of U. Ss. companies. Ad- 





Music: Jazz with Jackson 


Education: See For Yourself 


vertising, however, is severely regu- 
lated. The csc prohibits sponsorship 
of news, opinion, educational and reli- 
gious programs. 


Thumbs Down 


In addition, the government-owned 
stations bar the advertising of alco- 
holic beverages; 
products such as deodorants, depila- 


personal hygiene 


tories and mouth washes; wrinkle- 


removers; hair color restorers; re- 
ducing agents or foods advertised as 
such; and “cemeteries, products or 
services the promotion of which would 
be of a morbid nature.” (Exception: 
in the province of Quebec a wine or 
heer company may sponsor a program 
if its message is limited to the simple 
statement: “This program was brought 
to you by xyz beer or wine.”) Pri- 
vate stations, however, may accept 
such advertising provided the copy is 
cleared for “taste” by the cBc’s Broad- 


cast Regulations Division and for ac- 


Three 
favorite 
CBC 


programs 








curacy of claims by the Department of 
Health and National Welfare. 

Rates on Canadian stations are, ob- 
viously, lower on the whole than in 
this country. For the yardstick is cir- 
culation. Charges range from $150 per 
class A hour (Sudbury) to $800 
(Toronto); one-minute announée- 
ments from $30 (Sudbury) to $160 
(Toronto) ; eight-second 1p’s from $15 
(Sudbury) to $80 (Toronto). Most 
class A hours cost $200 or $300 while 
most one-minute spots are priced at 
$40-$60 and 1p’s at around $20. 

The Canadian stations, of course, 
are still operating in the red. Even 
when much more time is sold, the op- 
erators will have a long pull before 
they recoup their original investment. 
The average private installation costs 
between $500,000 and $1 
establish, with at least one such outlet 
and all the cBC stations exceeding the 
higher amount. CHCH-TV Hamilton, for 


million to 


(Continued on page 98) 










Drama: Sherlock Holmes 





Spot Advertisers (Con:inued from page 72) 


Coast, Northeast, Southeast, 
North Central and Southwest 
areas, with a schedule of 1 to 
4 day or night announcements 
per week per market. 


Silver Curl Home 
Permanent 


(Weiss & Geller) 


Advertised in 7 markets (8 
stations) in the first six 
months in the Northwest, 
Northeast, Southwest and 
West Coast areas, with a 
schedule of one day 
announcement per ‘week 
per market. 


Toni Home Permanent 
(Weiss & Geller) 


Advertised in 15 markets (17 
stations) in the first six 
months throughout the U. S., 
with a schedule of 1 to 3 day 
or night announcements per 
week per market. 


White Rain Shampoo 
(Tatham-Laird) 


Advertised in 7 markets (9 
stations) in the Ist quarter 
throughout the U. S. less the 
North Central area, and 11 
markets (13 stations) in the 
2nd quarter throughout the 
U. S., with a schedule of 1 or 
2 day or night announcements 
per week per market. 


TRANS-WORLD AIRLINES 
Air Travel 
(BBD&O) 


Advertised in 11 markets (22 
stations) in the Ist quarter 
throughout the U. S., less the 
Southeast and Southwest 
areas, and in 3 markets (3 
stations) in the 2nd quarter, in 
the West Coast and Northeast 
areas, with a schedule of 2 to 
5 day or night announcements 
per week per market. 


MRS. TUCKER’S FOODS 
Foods 
(Crook) 


Advertised in 11 markets (12 
stations) in the Ist quarter, 
throughout the U. S. less the 
Northeast and West Coast 
areas, and 2 markets (2 
stations) in the 2nd quarter in 
the Southwest area, with a 
schedule of 1 to 5 night 
announcements per week per 
market. 


Margarine 
(Crook) 


Advertised in 12 markets (12 
stations) in the first six 
months throughout the U. S. 
less the Northeast and West 
Coast areas, with a schedule 
of 2 to 5 night announcements 
per week per market. 


Shortening 
(Crook) 


Advertised in 17 markets (17 
stations) in the Ist quarter, 
and in 29 markets (30 stations) 
in the 2nd quarter, throughout 
the U. S. less the Northeast 
and West Coast areas, with a 
schedule of 2 to 5 night 
announcements per week per 
market. 


U. S. RUBBER CO. 
Keds/ Kedettes 
(Fletcher D. Richards) 


Advertised in 7 markets (7 
stations) in the Ist quarter, 
throughout the U. S. less the 
Northeast, and in 62 markets 
(77 stations) in the 2nd 
quarter, Croughout the U. S., 
with a schedule of 1 to 7 day 
or night announcements per 
week per market, beginning 
March-April. 
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Koylon Foam Rubber 
Mattresses 


(Fletcher D. Richards) 


Advertised in 53 markets (55 
stations) in the 2nd quarter, 
throughout the U. S., with 
a schedule of 1 to 5 day 
announcements per week 
per market. 


U. S. Royal Golf Balls 
(Fletcher D. Richards) 


Advertised in 22 markets (22 
stations) in the 2nd quarter, 
throughout the U. S., with 
a schedule of 1 to 3 night 
announcements per week per 
market, starting in June. 


U. S. Tires 
(Fletcher D. Richards) 


Advertised in 4 markets (6 
stations) in the Ist quarter in 
the West Coast, Southeast and 
Northeast areas, and in 14 
markets (18 stations) in the 
2nd quarter, throughout the 
U. S. less the North Central 
area, with a schedule of 1 to 
3 night announcements per 


week per market, beginning 
‘n March. 

ULLMAN CO. 

Princess Place Mats 
(Grey) 


Advertised in 21 markets (21 
stations) in the first six months 
throughout the U. S., with a 
schedule of 1 day 
announcement per week per 
market, beginning in March. 


UNION PACIFIC 
RAILROAD 


Rail Travel 
(Caples) 


Advertised in 9 markets (14 
stations) in the first quarter, 
and in 6 markets (10 stations) 
in the 2nd quarter in the West 
Coast, Northwest and North 
Central areas, with varying 
schedules of night 
announcements, plus occasional 
use of five minute or half hour 
film shows. 


VAN CAMP SEAFOOD CO. 
Chicken of the Sea Tuna 
(Brisacher, Wheeler) 


Advertised in 13 markets (14 
s‘ations) in the 'st quarter. 
throughout the U. S. less the 
Northeast area, and in 25 
markets (27 stations) in the 
2nd quarter throughout the 
U. S., with a schedule of 1 to 
3 day or night announcements 
per week per market. 


VICK CHEMICAL CO. 
Sof-Skin Cream 
(BBD&O) 


Advertised in 17 markets (24 
stations) in the !st quarter. 
throughout the U. S., with a 
schedule of 2 to 6 day 
announcements per week per 
market. 


Cough Drops/Syrup 
(BBD&0O) 


Advertised in 40 markets (59 
stations) in the Ist quarter, 
throughout the U. 3.. with a 
schedule of 3 to 7 day and 
night announcem*nts per week 
per market, with heavier 
schedules in the major 
markets. 


Vaporub/Vatronol 

(BBD&0) 

Advertised in 30 markets (41 
stations) in the ist quarter 


throughout the U. S.. with a 
schedule of 3 to 5 day or night 





announcements per week per 
market, with heavier schedules 
in their major markets. 


VITAMIN CORP. OF 
AMERICA 


Rybutol 
(BBD&0O) 


Advertised in 13 markets (16 
stations) in the first six 
months throughout the U. S. 
less the Southwest areas, ‘with 
a schedule of day and night 
announcements, plus occasional 
half hour and one hour film 
programs. 


WANDER CO. 
Ovaltine 
(Tatham-Laird) 


Advertised in 54 markets (57 
stations) in the first six . 
months throughout the U. &.. 
with a schedule of one day 
time nalf hour film program 
per week per market. 


WARD BAKING CO. 
Tip Top Bread/Cakes 
(J. Walter Thompson) 


Advertised in 18 markets (21 
stations) in the first six 
months in the Southeast, 
Northeast and North Central 
areas, with a schedule of 
fifteen minute or half hour 
shows. 


WARNER-HUDNUT CO. 
Hudnut Home Permanent 
(Kenyon & Eckhardt) 


Advertised in 17 markets (23 
stations) in the Ist quarter 
throughout the U. S. less the 
Northwest area, and in 
markets (44 stations) in the 
2nd quarter throughout the 
U. S.. with a schedule of 6 day 
or night announcements per 
week per market. 


WASHINGTON STATE 
FRUIT COMMISSION 


Fruits 
(Pacific National) 


Advertised in 7 markets (9 
stations) in the ist quarter in 
the Southwest and est Coast 
areas, and 12 markets (15 
stations) in the 2nd quarter in 
the Southwest, Northeast and 
West Coast areas, with a 
schedule of 1 to 3 day or night 
announcements per week per 
market. 


WELCH GRAPE JUICE CO. 
Welch Food Products 
(Kenyon & Eckhardt) 


Advertised in 3 markets (4 
stations) in the 1st quarter in 
the Northeast area, and 14 
markets (16 stations) in the 
2nd quarter in the Northeast 
and the North Central areas, 
with a schedule of 4 to 5 day 
announcements per ‘week per 
market, beginning in March. 


WHITEHALL 
PHARMACAL CO. 


Anacin 
(Biow) 


Advertised in 64 markets (89 
stations) in the ist quarter, 
and in 41 markets (51 stations) 
in the 2nd quarter throughout 
the U. S., with a schedule of 2 
to 7 day or night 
announcements per week per 
market, with heavier schedules 
in selected major markéts. 


WHITE SEWING 
MACHINE CoO. 

White Sewing Machines 
(BBD&0) 


Advertised in 27 markets (30 
stations) in the 1st quarter, 
and 35 markets (38 stations) in 


the 2nd quarter throughout 
the U. S., with a schedule of 2 
to 6 day announcements per 
week per market, beginning in 
March. 


WILLIAMSON CANDY CO. 
Oh Henry Candy Bars 
(Aubrey, Finlay, Marley & 
Hodgson) 


Advertised in 76 markets (89 
stations) in the first six 
months throughout the U. S., 
with a schedule of 1 to 3 night 
announcements per week per 
market. 


WILSON & CO. 
Cream Ade Toilet Soap 
(Ewell & Thurber) 


Advertised in 7 markets (7 
stations) in the first six 
months in the Southeast area, 
with a schedule of 3 to 17 day 
or night announcements per 
week per market, beginning in 
February. 


Ideal Dog Food 
(Ewell & Thurber) 


Advertised in 55 markets (62 
stations) in the list quarter 
throughout the U. S., and in 
10 markets (11 stations) in the 
2nd quarter in the Southwest, 
Northeast and Northwest 
areas, with a schedule of 1 or 
2 day or night announcements 
per week per market, 
eginning in February. 


Mor Canned Meats 
(Ewell & Thurber) 


Advertised in 15 markets (16 
staiions) in the list quarter, 
and in 22 markets (22 stations) 
in the 2nd quarter throughout 
the U. S., with a schedule of 
1 to 3 day or night 
announcements per week per 
market. 


WINE CORP. OF 
AMERICA 

Mogen David Wine 
(Weiss & Geller) 


Advertised in 7 markets (7 
stations) in the ist quarter 
throughout the U. S. less the 
Northeast and Northwest areas, 
with a schedule of one night 
half hour film program per 
week per market. 


WISE POTATO CHIP CO. 
Potato Chips 
(Lynn-Fieldhouse ) 


Advertised in 10 markets (11 
stations) in the 1st quarter in 
the Northeast and Southeast 
areas, and 12 markets (13 
stations) in the 2nd quarter in 
the Northeast, Southeast and 
North Central areas, with a 
schedule of 1 to 5 day or night 
announcements per week per 
market. 


WYNN OIL CO. 
Lubricants 
(BBD&O) 


Advertised in 5 markets (5 
stations) in the list quarter 
throughout the U. S. less the 
North Central area, and in 24 
markets (29 stations) in the 
2nd quarter throughout the 
U. S., with a schedule of on? 
or two night announcements 
ner week per market, 
beginning in March. 


W. F. YOUNG, INC. 
Absorbine, Jr. 
(J. Walter Thompson) 


Advertised in 21 markets (24 
stations) in the list quarter, 
and in 23 markets (28 stations) 
in the 2nd quarter throughout 
the U. S. less the West 
Coast, with a schedule of 2 
night announcements per 
week per market. 
































DID YOU MISS 


the following articles that 
appeared in TELEVISION AGE? 


If so, 


REPRINTS 


of these articles are 
now available. 


THE BIG SMOKE 
Cigarette makers use television 
to hypo sales to record levels 


THE MISSING GIANT 
Some ways in which television can 
cut into the $7 billion retail market 


WHAT IS COVERAGE 7 


An expert analyzes the relative 
importance of antenna height, power 
and site 


WANTED: NETWORK SHOWS 
How local stations can handle 


this important programming problem 


UP THEY GO 


Small agencies around the country 
are “latching onto the tv kite” 


ARE TIMEBUYERS OBSOLETE? 


The range of salaries and 
duties is great—and so is 
the turnover 


THE FACILITIES TIMETABLE 
Here is AT&T’s schedule for inter- 
connecting black-and-white and pro- 
viding color service 


RATE PICTURE 
Long rise not over and a study 
of rate card mechanics 


ECONOMIC FORECAST 


Here’s the immediate outlook for 
the tv industry and business in 
general 

PRICES 

25c each—up to 50 

20¢ each—50-100 


15e each—over 100 


Television Age 


444 Madison Avenue 
New York 22, New York 


Gentlemen: 
Please send me the following re- 


prints: 


I’ve enclosed §..............++ 


Name 





Firm Name 


Address 




















from the portfolio of SBT sates Builders 




















From the master showman of Hollywood, whose uncanny 
genius for entertainment values has given his pictures a 
gross of over $100,000,000, comes a Feature Film package 
that’s bread and butter—and dessert—to stations and spon- 
sors across the country. 


It’s a package of great stories and top Hollywood names 
by the score. Any listing in this space would be incomplete. 


Films in this series have outrated “Lucy” in San Francisco 
. .. Smothered a competing “Berle” in Salt Lake City . . . 
exceeded the ratings of “Your Show of Shows” and other 
competing programs in Cleveland. 


No wonder station managers call it “The best package 
we have ever-had” (WCBS-TV, New York) ... tell us that 
“audience and advertisers alike have been extremely well 
pleased.” (KPRC-TV, Houston). 


If you need a sure Feature Film winner, write to TPA 
for availabilities of this proved package. 


Television Programs of America, Inc. 


New York: 477 Madison Avenue 
Chicago: 2710 West Summerdale Avenue 
Hollywood: 6258 Hollywood Boulevard 
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SMOOTHER, EASIER 
TV CAMERA CONTROL 











HOUSTON-FEARLESS 


CRADLE 
HEADS 





She THE HOUSTON-FEARLESS CORP. 


11801 W. Olympic Bivd., Los Angeles 


, Calif. 
Send information on is 0) Friction Heads 
Remote Control Heads Tripods i 
‘amera Cranes Pedestals Film Processors 
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Washington Memo 


WAIT ’TIL NEXT YEAR. About the 
most that can be said, from the tele- 
vision industry’s point of view, of the 
session of Congress just past is that 
it set the stage for some real action 
next year. 

For the past seven months, Capitol 
Hill and particularly the Senate, has 
been the scene of more sound and 
fury over tv matters than any other 
Congress since tv was born. Yet no 
legislation of major consequence was 
passed. 

The Senate probed the problems of 
uhf, perhaps the most stubborn diffi- 
culty in the whole tv field; it launched 
an attack on tv coverage of Con- 
gressional hearings as an aftermath 
of the Army-McCarthy ruckus; it con- 
sidered and decided against the budget 
Bureau’s scheme for making tv sta- 
tions pay Fcc for their operating 
licenses; with the House, it held 
another in the tedious series of hear- 
ings on bills to keep beer advertising 
off the air; it shelved legislation de- 
signed to take antitrust exemption 
away from baseball clubs if they were 
owned by breweries; and it served 
notice on the tv and radio networks 
that they will probably get a going- 
over next year. 

This came in the form of a bill in- 
troduced by Sen. Bricker (R. Ohio) 
Chairman of the Senate Commerce 
Committee, to extend Fcc control to 
cover the networks. It was very possi- 
bly the most significant tv action of 
the session. Though the bill got no- 
where, Mr. Bricker has far from given 
up on it. 


Part Of Hearings 


He introduced the bill in connection 
with the uhf hearings conducted by 
the Potter subcommittee and it should 
be considered as a part of the Senate’s 
overall approach to uhf problems. 
The Potter group wasn’t willing to 
recommend network controls, but it 
didn’t recommend against them, either. 

Just before the end of the session, 
Mr. Bricker was asked by TELEVISION 
AGE what he thought of the Potter uhf 
plan and what he would do with his 


own network bill. All he would say 
was, “Of course, there'll have to be a 
thorough investigation of the whole 
business again next session.” 

This doesn’t necessarily mean that 
he will not set in motion a network 
probe between sessions. It has been 
reported that he was considering ap- 
pointing ex-FCC member and present 
Washington attorney Robert F. Jones 
to do the job. In any case, it seems 
certain, assuming a Republican-con- 
trolled Congress, that the networks will 
be on the carpet in 1955. 


Action Postponed 


The upshot of the biggest news of 
the session, the Potter probe, was 
essentially a postponement of action. 
But it was about all that could have 
been expected of the subcommittee. 
The group was composed of Senators 
who had little or no experience with 
tv. Their decision to ask an “Advisory 
Council” to help untangle uhf can 
hardly be quarreled with. 

Even such an avid tv legislator as 
Sen. Ed Johnson (D. Colo.), though 
not entirely pleased with the Potter 
recommendations, couldn’t find speci- 
fic criticisms of them. With his char- 
acteristic frankness, he said, “I don’t 
want to throw rocks at anyone else 


because I’m not sure in my own mind 


























what ought to be done.” 

Sen. Potter himself also admitted 
that the subcommittee plan contained 
elements of buck-passing. But he in- 
sisted that the procedure was sensible 
and he repeated his belief that two of 
the group’s suggestions struck at the 
basic problem of uhf—lack of sets— 
and would help solve it. 

In this connection, the Potter group 
urged again that the 10 per cent excise 
tax be chopped out of the price of uhf 
receivers a move that resulted in the 
Senate Finance Committee voting a $7 
tax credit for each tv set made capable 
of receiving uhf. Potter’s group also 
asked the Justice Department to okay 
a plan for cooperation among tv manu- 
facturers under which they would try 
to reach agreement on producing 
nothing but all-channel tuners. RETMA, 
however, opposed this idea on the 
ground that such an agreement might 
hinder some companies’ ability to 
compete. The organization also testi- 
fied at the uhf hearings that manufac- 
turers had more uhf sets on hand than 
they could sell, so that lack of output 
of all-channel receivers could not be 
considered the sole reason for the 
financial difficulties of uhf stations. 

There seems to be general agree- 
ment among members of the Potter 
group that a study of “de-intermix- 
ture” may lead to an eventual solu- 
tion of the whole uhf matter. In this, 
the Senators seem to be somewhat 
more optimistic than the industry. At 
any rate the lawmakers, it was gen- 


(Continued on next page) 














Maryland's Most Honored 
Television Station 


WAAM 





NOW! 
maximum 
power 


0000 


WATTS 


ADDED 
To The Finest Studio 
and Production Facilities 


in Baltimore 
» 
2 


Have You Seen 
the WAAM Story 


2 
* 
represented nationally by 


HARRINGTON, RIGHTER 
& PARSONS, INC. 


-WAAM 


TELEVISION HILL 
BALTIMORE, MD. 








CHANNEL [3 


CHANNEL K 








80 August 1954, Television Age 


| 





Wash. Memo (Continued) 


erally agreed, showed good sense in 
shoving off the study of this marvel- 
ously complicated matter on a council 
of “experts.” 

It’s also noteworthy that the Potter 
group wasn’t willing simply to tell the 
Fcc to make the study. At the unusual 
meeting between the subcommittee and 
the Fcc members last month, it was 
made pretty clear that the Fcc needed 
the support of a group that had con- 
siderable prestige in the industry be- 
fore it could be expected to make any 
progress in rectifying the uhf situa- 
tion. There is a clear parallel here with 
the industry’s recommendations on 
color standards which were eventually 
accepted by the Commission. 

Incidentally, the Commission has 
recently changed one of its policies in 
order to help out uhf. It has switched 
from tough to lenient on applications 
from uhf holders of construction per- 
mits who want more time before they 
must go on the air. 


TV AT THE HEARINGS. It is ironical, 
though understandable, that Senators 
should have turned on tv with such 
vehemence after the Army-McCarthy 
hearings were over. There had never 
before been a time in which tv proved 
more conclusively its unique ability 
to focus the interest of a whole nation 
on a single event and keep it there 
for a sustained period. On the other 
hand, there was probably never a time 
when the flaws of Congressional hear- 
ing procedures were more clearly 
demonstrated or when public contempt 
for Congress reached such a pitch. 
The phrase “point of order” has 
passed into the vernacular of the land. 

Tv came in for a great deal of abuse 
before the Senate Rules Subcommittee, 
headed by Sen. Jenner (R. Ind.) which 
later tried to decide how hearings 
could be improved. Complaints about 
tv were hurled in every direction, 
though there were also some support- 
ers, and the chief charge against the 
medium was that it was the main con- 
tributor during the McCarthy fracas 
to making the Senate appear ridicu- 
lous in the public eye. 

Well, it is certainly true that tv 
brought the flavor and the passion of 
the McCarthy hearings to more people 





than ever before, but it is certainly 
not true that tv of itself caused the 
circus atmosphere that was objected to 
so vociferously. 

This is because the proceedings in 
the caucus room were chiefly a battle 
for public opinion. They proved, as 
far as the facts of the affair were con- 
cerned, precisely nothing. But they did 
serve the purpose of bringing as much 
publicity as possible to an airing of 
the squalid contest between the Sen- 
ator and the army. Each side felt it 
would gain only through public ap- 
proval. Tv coverage, therefore, per- 
formed just the public service that 
was expected of it in this instance. 
Personal reputations soared or suffer- 
ed, and the tv cameras helped them. 

Though most of the critics of tv 
coverage didn’t say so, the root of 
their argument was often that the 
cameras simply make it easier for 
more people to see the faults of the 
investigating procedure. The main 
burden of their testimony before the 
Jenner group did not concern tv, but 
was in the form of suggestions for 
improving the rules for conducting 
the hearings. Objections, in the final 
analysis, were aimed not at tv cover- 
age, but at Congress itself. 

This is what makes most of the 
seasoned reporters on the Hill scoff 
at the whole idea of correcting the 
faults of hearings simply by writing 
new rules. They point out that Mr. 
McCarthy, probably the most flagrant 
violator of the spirit of Congressional 
investigations ever to wield a gavel, 
operates under a set of written rules 
that are a model of good procedure. 
He just doesn’t pay any attention to 
them, that’s all. 

The same thing applies to any other 
chairman of a committee who happens 
to believe that the rules are getting 
in his way. Newsmen here feel strong- 
ly that the way a Committee is run 
depends entirely on the character of 
the man running it. The presence of 
the tv camera, they feel, can only 
reflect that character, to the credit or 
the detriment of Congress. 
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MID DAY MATINEE 


moves merchandise!!! 





I know ‘cause... 
I'm STUART A. LINDMAN 


host on the show 


What did we do . . .? 

* First we picked a time that’s 
a natural for the housewife 
to take a “break”’. 

% And we counter programmed 
the worn soap opera with the 
finest feature length movies 
..- plus celebrated guests... 
ending with a wrap-up of the 
day’s news. 

*% Throughout the show we 
hammer the commercials 
with sales packed “how to do 
it” live demonstrations. 


Yes, the show really works! 
How do | know .. .? 


. as high as 163 compli- 
mentary phone calls after 
one show erased any doubts 
about audience reaction. 

. a single mention of a 
theater ticket giveaway piled 
my desk with 872 mailed re- 
quests. 


So...Why don’t you join us 
next time the curtain goes up on 
MID DAY MATINEE 
Monday thru Friday 
2:00 to 4:00 P.M. 


. . . check on availabilities 


immediately with 
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Spot Sa l ES (Continued from page 33) 


pushed this month by 20-second Class 
A announcements. 

Pepperidge Farm bread, a spring 
and fall spot campaigner, will b> back 
with a smaller list of spots than usual. 
Kenyon & Eckhardt attributes the cut- 
back to spot money’s being spent on 
“another promotion.” 

S. A. Schonbrunn Co. plans a fall 
expansion of its present drive for Sav- 
arin Coffee—minutes, 20-seconds, 1D’s 
and a weekly 15-minute news show in 
New York and Philadelphia—through 
Lawrence C. Gumbinner Advertising 
Agency. The Wallerstein Co., too, 
plans to expand its campaign for Bosco 
this fall. Currently it has participations 
in children’s programs in 40 major 
markets on a 52-week basis through 
Ruthrauff & Ryan. 

Corn Products Refining Co., maker 
of Mazola, built up its original spot 
drive—20-second Class A filmed spots 
in eight California markets, starting 
in mid-May for 26 weeks—by adding 
Phoenix, El Paso, Albuquerque in 
mid-July for 13 weeks and Kansas 
City in late July for 13 weeks. The 
C. L. Miller Co. handles the account. 
The Nestle Co. is using spots to intro- 
duce its new Nestle’s Instant Coffee 
market-by-market as well as to keep 
its Nescafé before the public. Both are 
handled by Bryan Houston. 


Soft Drink Buyers 


In the soft drink field, summer 
campaigns were distinctly au fait. Can- 
ada Dry Gingerale, through J. M. 
Mathes, continued to sponsor Annie 
Oakley, now in 71 markets. Its fran- 
chised bottlers supplemented this in 
some markets with minutes, 20- and 





10-second spots, day and night. White 
Rock Corp. has minutes and chain 
breaks in 10 markets as of August 1 
through David J. Mahoney, and Nehi 
Corp. for Royal Crown Cola is start- 
ing a spot campaign through BBD&O. 
The beer people, as usual, are vast 
spot users. 


Cigarette Spots 


Tobacco processors are another 
group showing signs of spot activity, 
yet not as much as the current anti- 
cigarette wave would seem to call for. 
Only four cigarettes are actually being 
pushed via spot right now though the 
rest—especially the new filter and 
king-size brands—are undoubtedly up 
to their eyebrows in plans. Benson & 
Hedges for Parliaments is continuing 
its schedule in eight major markets. 
Four of those, Chicago, New York, 
Los Angeles and Philadelphia, were 
increased just last spring. Its agency, 
Benton & Bowles, uses 20 seconds 
only, mostly Class A. There are daytime 
spots in New York and Chicago. 

R. J. Reynolds Tobacco Co. is ex- 
panding its Class A chain break and 
1D schedule for Winston cigarettes as 
distribution is increased, and also 
plugging its Cavaliers, both through 


_ William Esty Co. P. Lorillard Co.’s 


Kents, (Y&R), are busy in spot, too. 
The G. H. P. Cigar Co., maker of 
El Producto and Lovera cigars, spon- 
sors 15-minute sports films in 10 
major markets with an llth due next 
month. William H. Weintraub & Co. 
is the agency. 
Nash-Kelvinator Corp., through 
Geyer Advertising, instituted a night- 
time spot campaign using minutes and 
20-seconds on July 19. The New York 


Telephone Co., through BBD&O, is pro- 


Soap giants big in spot, too 
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moting long distance with a series of 
daytime and nighttime minutes and 
ID’s in five New York cities. 

The soap and candy makers are 
maintaining their usual secrecy about 
schedules and markets. However, 
Good & Plenty Candies, through 
Adrian Bauer Advertising, and Peter 
Paul, Inc., through p-F-s, do admit to 
expansion. 

Among the soap manufacturers, the 
Manhattan Soap Co.’s Sweetheart 
Shampoo (Dowd, Redfield & John- 
stone), Lever Brothers’ Rinso ( Hewitt, 
Ogilvy, Benson & Mather) and Lux 
Liquid (J. Walter Thompson) , Procter 
& Gambel’s Oxydol (p-F-s), Prell 
Shampoo and Ivory Snow (both Ben- 
ton & Bowles) 
(Esty) are all scheduling new, en- 


and Colgate’s Fab 


larged or continued fall campaigns. 
pac’s Gleem toothpaste, introduced by 
spot last year, will have a fall drive 
through Compton Advertising. And it 
will launch a new and still top secret 
product, handled by Benton & Bowles, 
via spot, continuing to use it until 
national distribution is achieved. 

Oil activity includes Shell Oil Co. 
(J. Walter Thompson), Socony Vacu- 
um Oil Co. (Compton), Continental 
Oil Co. (Benton & Bowles) and Gulf 
Oil Corp. (yar). The latter is breaking 
its campaign earlier than usual in 
order to introduce a new gas and oil. 

Schick, Inc. for its electric razors 
(Kudner Agency), General Tire & 
Rubber Co. (D’Arcy Advertising) and 
the Tea Bureau (Leo Burnett) are 
expanding schedules. National Carbon 
Co. is planning an October or Novem- 
ber spot debut via Esty for Prestone. 


Paper-Mate Plans 


Paper-Mate, much of whose sales 
growth can be attributed to tv, cut its 
spot campaign to minutes and a few 
nighttime chain breaks in 30 markets, 
when it started to sponsor the Stu 
Erwin Show. However, it may double 
the number of markets this fall. Foote, 
Cone & Belding is the agency. 

Among the new products to be in- 
troduced with spots are: 

e Royal Chi-Net paper plates, a 
product of the Keyes Fibre Co. They 
are being tested in Harrisburg, Pa. 
with six daytime minutes per week on 
WHP-Tv, four a week on wtp. The 
campaign. handled by the Charles W. 


Hoyt Co., started Aug. 1 and will run 
for 18 weeks. 

e Pro-Kleen 96, a rug cleaner made 
by Pro-Kleen Industries, Inc. of New 
York. Tests began in mid-July with 
10-minute films in some 50 markets. 
The agency, Product Services, says it 
hopes to line up 200 markets before 
long. The campaign will last 13 weeks, 
and will utilize both daytime and 
nighttime. 

e A_ pre-fabricated, custom-made 
slip cover produced by the Comfy 
Manufacturing Co. Two-minute, one- 
minute and 20-second spots include 
tag insertions for local cooperating 
dealers. Freedman & Leeds, the agency, 
hopes to be in 70 per cent of the 
market by the end of 1955. 

e Cryovac, a plastic covering to 
keep meat, cheese and other foods 
fresh, made by Dewey and Almy 
Chemical Co., Cambridge. It will be 
tested this fall in Boston with a series 
of live and animated-live combination 
spots. The agency is Horton-Noyes Co., 
Providence. 


New Technique 


Though not precisely a new product, 
Twentieth Century-Fox’s use of spots 
to exploit its films is a new technique. 
The company plans to promote its 
Broken Lance and later The Egyptian 
in 50 to 55 key markets. After having 
tried spots of varying kinds with 
equally varying success, Fox has set- 
tled on 20-second films with live audio 
and a visual tag for the local exhibi- 
tors. The usual campaign pattern is to 
start in the market from two weeks to 
10 days before the picture opens, use 
a few spots on the first- or second- 
ranking tv station, increase the number 
until there are about 10 announc>- 
ments daily when the picture debuts. 
The producer also donates 20-second 
and one-minute films to exhibitors 
who can then augment his campaign 
or use them later for re-runs. 

Twelve months after TELEVISION 
AGE’s first report on national spot 
sales, the boom is stronger than ever. 
And its strength comes apparently, 
not only from new accounts, discover- 
ing the medium for the first time, but 
from those already in who are putting 
more and more money into the spot 
method. 
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| CONSIDER MYSELF 
A HELLUVA SALESMAN! 


...and so are Nord and 
Sheeley and the other boys 
on my staff at KELO (radio 
and TV) Sioux Falls. We’ll 
go behind a counter to sell 
goods if necessary. Yes, 
we've actually had to do 
that more than once when 
commercials on KELO brought 
more customers into a store 
than the merchant's own 
sales clerks could handle. 
What do you have to sell 
that you'd like extra action 
on? KELO will get it for you 
— in husky sections of 

four states. 
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Now! The first book 


written for promotion men and 
salesmen in the radio and 
television field... 


“An important contribution to 
the broadcasting media . . . 
I can recommend it highly.” 


—Says NILES TRAMMELL 
NBC's former Chairman of the Board 
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Up-to-the-minute modern techniques of sell- 
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Birth of a Salesman 


BY H. PRESTON PETERS 


President, Free & Peters, Inc. 


The jolly “Old Colonel” who appears in all the advertising and promo- 
tion of Free & Peters, Inc., will soon celebrate his twentieth year of exist- 
ence. Now that he’s coming out of his teens, it’s about time the real 
facts of life were told about this somewhat bawdy character with the dis- 
tinct man-about-town bearing, pink in his cheeks and lascivious sparkle 

in his eye. 


Our company, a pioneer in radio, 
and later television-station representa- 
tion, was founded in May, 1932, in a 
two-room office at 180 North Michigan 
Avenue, Chicago. 


From the first we have always be- 
lieved in advertising—for ourselves as 
well as for the stations we represent. 
Our first trade paper advertisement 
appeared in June, 1932. From that day 
to this, seldom a month has passed in 
which Free & Peters has not adver- 
tised in the leading trade publications. 

It was not until late 1934, however, 
that our Old Colonel was born. He was 
conceived by Warwick Anderson, who 
as a partner of Doe-Anderson Advertising, Louisville, Ky., was handling, 
as he still does today, all Far advertising. 





Actually, in the beginning the Old Colonel was not created as a perma- 
nent symbol for our company—he was merely a character in an adver- 
tisement. But he began to appear with considerable regularity not only 
because he was a rather attractive old fellow but also because he served 
a very definite need to the growing Free & Peters operation. 


At this time, James L. Free and I were both very young men. We felt 
we were full-fledged business men, because we were conducting an ever- 
expanding company which included a New York office and some dozen 
employees, but we were somewhat sensitive about our unlined brows. To 
us it seemed important to be considered mature. And as the Old Colonel 
came more and more to be recognized as a sort of Free & Peters identi- 
fication, we decided to register him as our trade-mark. 


During the years, quite a number of different artists have worked on 
the Colonel; not all of them saw him in exactly the same light. He has 
varied from a rather Santa-Claus-like little elf, to a 250-pound moose of 
a man. In fact, the only characteristics that have remained unchanged are 
his preference for top-notch tailors, his obvious weakness for fine food, his 
ever-present carnation and his dedication to Homburg hats (antedating 
President Eisenhower in this regard by some 18 years). 


All the principals of Fp are now old enough to smile at our early idea 
of borrowing years from our Colonel. In fact, many of us would now 
like to return a few of those years to the old boy. Regardless of that, 
we'll never change him. Old reprobate that he is, we are tremen- 
dously fond of him and only envy his ability to stay as young as he was 


back in 1934. 











President, Bissell Carpet Sweeper Company, says: 


“We're proud that our business is 
78 years young .. . still growing and 
still contributing to the growth of this 
thriving community. We're proud of 

the healthy expansion of business as a 
whole, throughout the entire WOODland 
area. WOOD.-TV’s increased facilities 
are the natural result of this sound 
continuous area development.” 
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WoOODIand-TV is big territory! 








Bissell Carpet Sweeper Company may be 
old in years, but it’s “young in heart” — 
and the firm’s creative thinking continues 
to pay off. The new Bissell “Sweepmaster” 
has won good design awards from New York 
to California — and sales are still climbing! 


Throughout the entire WOODIland area, 
youll find ample evidence of creative 
thinking — and increased sales. It’s no 
accident that Grand Rapids, trading center 





WOOD-TV 





of Western Michigan, ranks consistently 
among the nation’s top ten in general busi- 
ness increase. And this rich, growing 
Western Michigan market is all yours with 
WOOD.-TV . . . first station in the country 
to deliver 316,000 watts from a tower 1000’ 
above average terrain. For top coverage of 
the primary Grand Rapids market — plus 
Muskegon, Battle Creek, Lansing, and Kala- 
mazoo, schedule WOOD-TV, Grand Rapids’ 
only television station! 
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(s) orris A Victor} Dodge Div. P&G (F-S) Palmolive een (s) 
9:30 — | he ae! Ae (alt. wks.) | (L) ale Co. In_ The a ; 
Professional . 2 oe) —- tees os Be T oa ——— tC 
Boxi Masquerade I’ve Got A Park Kraft Foods 
9:45 as Party Robert Suspense Top Plays Secret Co. Big Town > 
, (L) Montgomery} U. 8. Steel | Elec. Auto- - oo etiesinnes (L) Kraft | Lever Bros 
" Deen Lite tSS/1T Custis 7 R. J. (L-S) Tv (F) 
10:00 |__| Ge Feods|__mastes | 94 SS yt} Reynolds Theatre 
Eastern Johnson —" Dan = a 
, - ger This Is The Telltale 
. Park The Studio American Center | Block Drug. Truth Or From ee Seer bats 0 Tee 
10:15 way | one Summer, Tobacco Stage Nash- Conse- (L) The Music (L) Kraft Foods (F) 
(L) Theatre | (co-op) | (alt. wks.) (s) Kelvinator p.“Lortiiara Pabst Sales| yey Hazel Ge. Philip 
— (alt. wks.) - Lorilla snee Co sie Bishop Morris 
: <.—_————_ ee ee = —____} 4} ________ 
The Name’s Mr. & Mrs. Ni Place The 
Mr. . Night | 
Neutral Westing- The Same The Blue North (F) Editor | Face 
10:45 Swanson, , Toni Co. 
: house ——_ -— Vv Angel Revion, — (co-op) on 
Corner At Ringside an Camp | Congoleum- (co-op) | Sports Spot - Carter Prod. 
() (co-op) Sea Food | (s) Nairn General (L) 
11:00 + _(alt. wks.) (alt. wks.) Cigar (L) , (alt. wks) 
= ea | » ee wks) 
} Chronoscope 
—~ | Longines 
(L) 
































































































































































































MONDAY-FRIDAY SATURDAY SUNDAY 
, ABC cBs DuM NBC ABC css DuM NBC ABC ces DuM NBC. 
— —<——— T | 
Welcome } 
Travelers | | Frontier of 
1:45 Procter & | Faith 
Gamble 
(L) 
Robert Q. 
Lewis 
(L) 
MS* | 
= ——— _ 2:38 }-———______; - + + + + i } 4 
| Linkletter’s 
What 0 House 
Catholics 2:45 Party The Dizzy 
Believe (L) Dean Show | 
«s) Tie —. 3:00 aa MS* | | (co-op) | | 
i a 7 F One Man’s 
God's 3:15 ~ Peatiy Baseball 
World : Colgate (L) —__— 
(s) ¢ OLW-F) aul Dixon Golden Game 
&-( Tu.-Th.) Windows 
ies —_—— 3:30 -}——_ t t +P-& 6—tby of 1 i 1 ; — 
(L) First Love 
Bob Crosby (L) the 
3:45 Show ee 
(co-op) Concerning Week 
(L) Mfliss Marlowe] 
— — — 4:00 }-—_______-“s*__ P&G (L) } Falstaff 
Brighter Da Mawttne 
p . e o> Falls (L-S) Brewing American 
4:15 Ge Ra. (see footnote Racing Forum of 
‘ Secret Storm Bride & and (is) the Alr 
I. Am. Home Groom (L-8) 
= - ~~) '8-(Tu.-Th.) | | —_4.-$) co-op 
On Your Zoo Parade 
Betty Whi 
4:45 Account » & - ite (L) 
gw yy (L.-S) Quaker Oats 
ania — = 5:00 -____—__ 
Contest Pinky Lee super Circus 
Carnival 5:15 gra Show 
Quaker Oats pag Kellogg What In 
(L) : (L) (5-5:30) |The World? 
Gen. Mills s Out On 
Littte— ——$—}— 5:30 -—__—_—____—_- t t t t ; t The Farm 
World 5 5:45 Howdy Minute 
/ ~ | Doody Maid a 
oe e5)_ out Take 
_ 8. Ru (alt. wks.) | A Stand 
8/29 only ; ; (8) 

AY FRIDAY SATURDAY SUNDAY PM 
CBS OuM NBC ABC cBs DuM NBC ABC cBSs DuM NBC ABC ces DuM NBC c 
— ' ’ - ’ 6:00 

| T | Meet The 
| | Now and Press (L) 
| | Then Revere Cop-] §:|5 
| «s) per, Pan 
American 
| a Sale Se ee | tient } | | (alt.wks.) | 6-39 
“The Show Cr) 
A. .5 Show (F) 6:45 
+ | Week (S) Gen. Foods 
oa : = | 4 t 7:00 
‘apt. Video Capt. Vid . 
AA, ~~ eo = “> Earn Your College of 
(co-op) ee (co-op) Mr. Wizard ad Vacation Musical 7:15 
Marge & tar a (L-8) Skippy (Ss) Knowledge 
deft (L) John Daly Jeff (L) Peanut (S-L) 
 ~_S es ae | __te9-ep}—+ ; | } | Butter | | | 7:30 
News Mr. Sweeney} Stu Erwin | News Your 
American (S-L) Show Oldsmobile Mr. Sweeney Bettie Beat The Youth Wants} Pepsi-Cola | Playtime Mr. Peepers 
‘obacco (L) Gen. Mills, (L) (S-L) am Clock To Know Playhouse (L) 7:45 
Summer Camel News| Frawley [Ty's Top ‘CmtWeesl — (L-S) Pepsi-Cola Am. Tobacco Reynolds 
foliday (L) Caravan (L)| Corp. Tunes Caravan (L) (>) Co. Metals 
Gen. Ele | — — _} (alt. wks.) | 1 ao) + — = t Pl | | } } 8:00 
What's the ferret | maak @ 
3 s You Bet Harriet Pantomime Enterprise n a 
What's In Story? 7 The Duk 7 - : 
} od Your Life | Lambert Quiz ace U.S.A. ; ; The Stars olgate 8:15 
. o ° _ (F) Pharmacal, |Gen. Foods (S-L) (F-S) eugene = Toast Of jae 
. <vbs. HotpointDiv. a) (L) The Town , 
Sot Nash-Mot Comed 
ee | Oe Tek eet + Sl | : eee) | _Fea__| | | “neor—i 8:30 
pnd... ae Nestle Co., Original Whi Lincoln- Colgate- 
yhouse Topper fe Schick, Inc. Amateur Mercury Palmolive 
—— Justice! TBA R. J. Riley (F) | Shorts. Hour Show iyi Co. 8:45 
Parker Pen Borden Co. Reynolds Gulf Oil (P-L) (L) 
Thrills 
(alt. wks.) | (F) Corp. Pet Milk (L-S) 
(L) i CSE es a | - ; } } i — 4 4 9:00 
4 Paul Hart- Best In . Considine G. E. 
What Have A. 3 Dragnet | man Show Ly emg The Mystery (F) | Sat. Night | Two For (9:00-11:05: | saturday [OTuen.Carter| Theatre Rocky 
You In Science (F) Armour & f Stars Stranger Am. Cig. & Fights | The Money | we osth Ni (alt. wks.) King (L) | television | 9:15 
Common? Liggett & [Co., Bristol- | Schlitz Serutan Cigar Co., P. Lorillard _ Night | Jane General (Am. Chicle, | pigyhouse 
(s) (L-S) Myers Myers | Brewing Simoniz Co. Bayuk Co. from Revue Pickens Electric |Pharmaceu- © 
; a (alt. wks.) | __Co. (alt. wks.) Cigars | _—(L) Se SR Be | | ticals, Inc. | Gooayear—{ 9:30 
Ford | | (co-op) (L) Man Behind Tire & 
q Vho’ Our Miss Tv Sound- dack Paar | ’ Rubber, 
_ i ~~. ™_ Brooks —_ 2 ——— a | Dr. 1. Q. ——_ Plainclothes Phileo Corp.| 9:45 
ever . Campbell Fight ‘oni Co. MS* ; Man It. ’ 
(F) Ford Motor Boss? = Soup Co. Talk it «s) . (L-8) (alt. wks. ) 
a Co. (LAF-8) | __ SSS ES eae 10:00 
‘he Telltale 4 Chance Of | That’s M | 
»e whe mee Vv ee er A Lapdione Sportsreel ted y 11:05: Break The The Web © Dollar A 10:15 
(F) Marriage (s) Brown& | (L) ene Plymouth | Sports Donny, [P: Lorillard |" Crtties Second : 
Phill (S-F) Williamson | P. Lorillard specks ci | Div. | Showease | e ): (L-S) (S-L) 
Morris = (L) Co. (L) Berns a 3 | : ——— 
Place The It’s News | Moments In | Midway What’s My 
Face To Me |Gamble On peste = = In | ebvate we Lane? Better ie 
Toni Co. 7/9-27 | Love ut. of Om. ve ontenier, Living h 
arter Prod tn (s) a |Pharmacev- | Secretary Remington Tv bee ye 10 
(L) footnote) | ticals, Inc. ‘Am. Tobacco |Rand (L) | Theatre | 
(alt. wks) Bo (L) (alt, wks.) | aoa anne 
by Chronoscope | | Sun. News 
Longines | 11:20: | Special | 
(L) Snare orwich (L) WS 
Wrestling eee | 
Resumes 























in % 


NOW YOU CAN REACH EVEN MORE OF INDIANA WITH WFBM-TV! 


HIGHER TOWER AND HIGHER POWER 
RAISE NO. OF TV HOMES COVERED 
BY 65.4% 


Our recent power increase (to 100,000 watts ERP) and our new tower (1019 ft.) 
accomplished this: 
© Extended our coverage area to 80 miles 

from Indianapolis in all directions 


L177 \ © Added 76.1% more households 


a 2. *, Se Me 
Pr. SP, Se ee, 


be i 
a Pal 


8 © Upped no. of counties covered by 122.2% 
. r) > When you consider the number of tv homes now within reach of 
\Li your commercial on WFBM-TV—more than 660,000—you must con- 
Ne sider Indiana’s Number One Television Station. 
‘A’ For further details, check with the Katz Agency. 


WFBAM-TV Indianapolis * CBS 


Represented nationally by the Katz Agency 
Affiliated with WEOA, Evansville; WFDF, Flint; WOOD AM & TV, Grand Rapids 
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Chart (Continued from page 86) 


‘“*Robert Q. Lewis’’ (M.-F., 2-2:30 p.m.): 
2-2:15, Wed.—Best Foods; 2:15-30, Th.— 
Swanson. 

“Linkletter’s House Party’’ (2:30-3 
P.m.): 2:30-45—M., W. & F., Lever Bros.; 
Tu. & Th., Kellogg. 2:45-3—M.-Th., Pills- 
bury; Fri., Hawaiian Pineapple Co. 

“Bob Crosby Show'’ (M.-F., 
P.m.): 3:30-45—Tu., Toni; Th., Swanson; 
Fri., Englander & 8S. O. S., alt. wks. 3:45- 


3:30-4 


4p.m. M., . & F.—General Mills; Tu. 
& Th.—Am. Dairy. 

“It’s News To Me’’ (Fri., 10:30-11 
p.m.): American Oil (East Coast); 
Hamm’s Brewing (Midwest); Noxzema 
Chemical Co. (alt. wks.). 


NBC—‘‘Today”’ (7-9 a.m. EDT & CDT): 
Multiple sponsorship. 

*“‘Hawkins Falls’’ (M.-F., 
W. & F., Wesson Oil. 
“Howdy Doody’’ (M.-F., 


4-4:15 p.m.): 


5:30-6 p.m.): 
M., 5:30-6—Standard Brands. Tu., 5:30-45 
—Kellogg. Tu., 5:45-6—Colgate-Palmolive. 
Wed., 5:30-6—Continental , * 
5:30-45—Kellogg. Th., 5:45-6—Standard 


Brands. Fri., 5:30-45—Ludens; Alt., Fri., 
5:45-6—International Shoe Co. & Welch 
Grape Juice Co. 

“Saturday Night Revue’’ (9-10:30 p.m. 


EDT): 9-9:30—Dow Chemical Co. & 
Armour & Co. (alt. wks.); 9:30-10—Griffin 
Mfg. Co. (10 min.), American Chicle Co. 
(10 min.), Lemon Prods. Advisory Board 
(10 min.); 10-10:30 General Electric (10 
mins.), Cudahy Packing Co. (10 min.). 











Network (Continued from page 63) 


Video Theatre on Thursdays, 10-11 
p-m., effective Aug. 26. Seen on CBS 
Television in a half-hour series for 
several years, the Video Theatre took 
its final hiatus from that network last 
spring. Agency is J. Walter Thompson. 

An examination of the Monday-to- 
Friday early morning picture shows 
ABC, CBS and NBC all well represented. 
The latter two networks’ properties— 
The Morning Show (7-9 a.m.) and 
Today (7-9 a.m. EDT and cDT), re- 
spectively—are both prospering under 
multiple sponsorship, while ABc’s 
Breakfast Club is sponsored from 9 to 
10 a.m. on an alternating basis by 
Philco Corp. Quaker Oats and A. E. 
Staley Mfg. Co. All three have been 
booked for continuation during the 
fall and winter. 

NBC, commenting on Today as well 
as its other “service” program, Home 
(Mon.-Fri., 11-12 noon), said that an 
overall yearly estimate of Today’s time 
sales for 1954 would show a 65 per 
cent average. Home will have been 36 
per cent sold for the final nine months 
of 1954. 

Generally the automotive interests, 
cosmetic manufacturers and cigarette 
firms have plunged into network spon- 
sorship. Nevertheless, the long-stand- 
ing prevalence of the soap-and- 
cleanser and food manufacturers is 
still evident. All the major automobile 
manufacturers, with the exception of 





Willys and Kaiser-Fraser, have signed 
contracts with one or more of the four 
networks. Chrysler Corp., particularly, 
is pouring money into television pro- 
gramming with each of its four divi- 
sions backing at least one show. All 
but one of the five divisions of General 
Motors is a network advertiser: Cadil- 
lac has yet to enter the video picture. 


An outbreak of fresh rivalry in the 
cosmetic field has been brought about 
by the late summer introduction of 
Toni Co.’s new “Viv” non-smear lip- 
stick, advertising for which is handled 
by Leo Burnett Co. A large slice of 
“Viv’s” $5-million campaign fund 
(TELEVISION AGE, June, 1954) is being 
Hazel 
Bishop, pioneer in the no-smear lip- 
stick field and already a heavy adver- 
tiser, counterattacked by buying more 
network tv time. Most prominent con- 


spent on network television. 


tract is Bishop’s 50 per cent participa- 
tion in 10 of NBc’s Sunday night Spec- 
Products 
and other cosmetics), a conservative 
but steady has an- 
nounced what it will do when its al- 
ternate-week sponsorship of Mr. & 
Mrs. North (nBc, Mon., 10:30-11 
p-m.) end with the summer. 


taculars. Revlon (lipstick 


advertiser, not 


In spite of, or possibly because of, 
the current lung-cancer and shortened- 
life-span scare attributed to heavy 
cigarette smoking, the cigarette manu- 
facturers have re-entered network tele- 
vision with “crusading” zeal. With 
few exceptions, all cigarette- 
sponsored shows have renewed for the 
upcoming months. P. Lorillard 
through Lennen & Newell has added 
the half hour Judge For Yourself on 
nBc, and Liggett & Myers is set to 
back the Stu Erwin Show on ABc. 

Whatever the critics, both licensed 
and self-appointed, may say of televi- 
sion, they cannot say it lacks variety, 


very 


vigor, funds talent, “color” or a touch 
of the “spectacular”. This 
shows the programming, talent pro- 
curement and sales forces of the four 
networks outdoing each other more 
than ever before. In spite of costs, 
profits are pouring in. In spite of the 
nobody-is-buying rumors, national ad- 
vertisers are selling heavily. And may- 
be because of the cries for 


season 


more 
variety, more “colossals”, more cul- 
ture, the networks have seasoned their 
offerings with and 


money magni- 


ficence. 











MULTIPLE MARKET 
COVERAGE WITH... 


With one station, KOVR, you 

can cover such important markets 
as the San Francisco Bay area, 
Sacramento, San Jose and the 
Santa Clara Valley, the San Joaquin 
Valley including cities of Stockton 
and Modesto. KOVR, with 144,000 
watts of power from 4,000-foot 
Mt. Diablo reaches 4,282,500 
people, 41% of the state’s total. 
You can’t afford to pass up the 
coverage of KOVR, 

Television Diablo. 


41% 


ol all caltornians 





Lor | | -} 1 = 


retevision DIABLO 


225 Miner Ave. 
Stockton — 
450 Ninth St. 
San Francisco 


‘ 
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Some people are ; born leaders " 
y 7 
a4 
y 
nd 
-. like WCAU-TV _ —tops in Philadelphia! 





WCAU-TV is now transmitting to the booming Philadelphia erea 
‘4 from its new maximum-height, maximum-power SKY TOWER—1000 feet 
4 tall with 316,000 watts! Reaching out into a 35-county, 4-state area, 
4 WCAU-TV is now the only Philadelphia station operating with both 
4 maximum height and maximum power. With the tenfold increase in 
4 power doubling its coverage area—WCAU-TV now reaches over 6,360,000 
4 peopie—2,000,000 more than before! 
4 

4 

4 












Ten big markets are available to buyers from this one station: 
Philadelphia, Chester, Allentown, Bethlehem, Levittown, Reading, Camden, 
Trenton, Atlantic City and Wilmington—an unparalleled opportunity 
for advertisers. 





Even before construction of the SKY TOWER, WCAU-TV enjoyed an 
unchallenged position in Philadelphia. Now—WCAU-TV reaches 45% 
more people than before—twice as many square miles—10 major markets! 


ibm 








—— 


ff Look at the breakdown: 
ty nA ee 
| oil Population covered. . . . . . . 6,360,178 
ae Total families covered. . . . . . 2,292,300 
N Mi Total retail sales . . . . . $8,935,730,000 


Total effective buying income . $13,418,528,000 


WCAU-TV 





BETHLEHEM, 
ALLENTCUN © Hh Y) y/evirrouw blanketing America’s greatest 
READING @ industrial expansion area 
© CAMDEN 
PENNSYLVANIA = CHESTER 6 NEW JERSEY 





“~~. 







- 





ATLANTIC C/ITF @ 


_——<—-— = 





THE PHILADELPHIA BULLETIN STATION ° CBS AFFILIATE ° REPRESENTED BY CBS TELEVISION SPOT SALES 
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Wall Street Report 


Color—especially color tv—flashed 
into view for the Wall Street bulls 
during the dog days of July and they 
sent the television industry stock group 
charging to new highs and frightened 
away most of the bears. 

Barron’s tv group stock average 
rose to a new high of $38.62 for the 
week ended July 22. The tv average 
has been rising steadily and is now 
up almost 30% from the low of the 
year of $30.66. Toward the end of 
July RcA was leading the upward 
surge. It’s price hit a new high at one 
point of $34.50 per share, a $12-per- 
share jump over the year’s low of 
$22.50. 

However, this surge of RCA strength 
was not without its skeptics and it is 
the only tv stock that showed a sub- 
stantial gain in the latest report on 
short interests. From mid-June to mid- 
July the bears had jumped their short 
sales on RCA from 28,300 shares to 
43,100 shares, the biggest increase of 
the tv group. 

On the other tv stocks the profes- 
sional pessimists, who make money on 
gloom, virtually crawled into the 
woodwork. The changes were normal 
with Admiral unchanged, ce, Zenith 
and Sylvania showing an increase and 
Motorola, Westinghouse and Philco 
short interests declining. 

A strong part of the upward push 
of the tv group is the feeling in the 
market that color tv set sales are now 





about to become an important volume 
and profit making factor. 

The Wall Street analysts have al- 
ready begun sharpening their pencils 
to calculate profit rations, production 
potentials and 1955 earning possibili- 
ties on those basises. But actually the 
figures are still disappointing. The 
opening of the color tv market was 
heralded last Christmas. The first 
$1,000 color sets flopped. The mark- 
downs to a price now of $895 for a 
19-inch set is an improvement but 
still far, far off from the mass market 
approach that has pushed about 32 
million sets into consumer hands in 
the past 7 years. 


Trimmed Patent Royalties 


The most optimistic report among 
analysts is for color tv set sales in 
1955 of about 350,000 unless the price 
tumbles down sharply to the $500-per- 
set level. There are rumors that this 
move is exactly what RCA expects to 
pull off with dramatic fanfare toward 
the end of the year but most of the 
tv experts don’t believe it’s possible. 

Whatever Rca’s plans along this line 
it took one move last month very 
quietly but an important one to other 
manufacturers and of some importance 
to stockholders. It trimmed its patent 
royalty rates to licensee manufacturers 
of radio, tv sets and other products. 
The royalty cuts ranged from 25% to 
55% on some items. This would nor- 


mally be expected to mean a cut in the 
$3.5 million which RcA has disclosed 
it derives from royalty fees. 

Apart from sheer speculation on 
what gold might be forthcoming from 
the color rush there was a minimum 
of financial activity or forecasts on tv 
stocks in the past month. Earnings for 
Emerson Radio for the fiscal year end- 
ing October 31, 1954, are expected to 
total about $1.10 per share compared 
with $1.54 per share in the comparable 
1953 period. Since Emerson earned 
49 cents per share in the first half 
and pays only 15-cent quarterly divi- 
dends there’s little likelihood of any 
cut in the dividend—nor is it likely 
to be increased. 

Avco Manufacturing Co., making 
the Crosley line of tv sets, reports a 
decline in net profits for the first half 
year to 30 cents per share from the 
35 cents per share reported in the 
1953 half-year period. Avco’s fiscal 
year ends November Ist and _ it’s 
doubtful that there will be any large 
increase in earnings for the remainder 
of this year to warrant resumption of 
dividend payment. 


Raytheon Stock Dividend 


Raytheon, on the other hand, de- 
clared a 10% stock dividend, marking 
the first dividend payment on the com- 
1945, 
when another stock dividend, 5%, was 


mon stock since September, 
paid to shareholders. The company’s 
sales and earnings record for the year 
ending May 31, 1954, showed sales of 
$177 million and earnings equal to 
$1.53 per share compared with sales 
of $179 million and earnings equal to 
$1.68 per 2,176,942 
shares outstanding. 


share on the 


Storer Broadcasting Co., meanwhile, 


has continued to move ahead in 


breath-taking fashion. Issued last 
November at a price of $14 per share 
it has moved up steadily. In the final 
week of July it was being quoted in 
the over-the-counter market at $27 to 
$27.50 per share with little stock being 
offered. It’s generally acknowledged 
on the street that Storer is one of the 
most keenly managed companies in 
the industry. 

Storer’s earnings for the current 
year are expected to top $3 per share, 
a sharp jump from the $1.23 per share 


(Continued on next nage) 
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Wall St. (Continued) On the Agenda 


earned on all classes of common last 








Aug. 1-4: National audio-visual 
year. The company’s dividend pay- convention & trade 
ment of $1 annually has already been show, Conrad Hilton 
jumped to a $1.50 annual basis. The Hotel, Chicago 
chances of additional dividend in- Aug. 2.21: Summer Tv Workshop, 
creases are good but not in the im- ae eon Col- 
mediate future. The management | sack = o> 
would like to see a period of sustained | ; 
earnings for a while before increasing | Aug. 5: Committee to form 

. plahs for all-industry 
disbursements. , 
tv sales promotion, 
1954 Last Mayflower Hotel, 
Stock High-Low § Quote* Washington 
ABG-UFt 18%-14% 18 Aug 25-27: Western electronic 
merous = awh show & convention, 
— 5 a Mo 518 Ambassador Hotel, Los 
CBS 691%4-41% 63 Angeles 
DU MONT 13%- 9% 13% | 
EMERSON 13 - 9% 12% | Aug. 30- 11th International 
GE 4844:37% 44% Sept. 4: Workshop in audio- | 
MAGNAVOX 20% -16% 20% visual education, | 
MOTOROLA 45 -30% 42% American Baptist As- 
PHILCO 37%4-28 3556 sembly, Green Lake, 
RCA 34%4-22% 3356 Wis. 
RAYTHEON 13%- 8% 13% 
SYLVANIA 4034-31% 37% Sept. 10-12: Midwestern Advertis- 
WESTINGHOUSE 75%4-50% 70% ing Agency Network, | 
ZENITH 7354-63% 70% Sheraton Hotel, Chi- | 
*As of July 28, 1954 





cago 


The company you keep cn CHATTANOOGA 


(79th MARKET) - - - ON WDEF-TV 


Your Play Time . . . Comedy Hour ... TV Playhouse .. . Liberace . .. GE Theatre 
. - » Tony Martin Show . . . Camel News Caravan . . . Burns and Allen . . . My 
Friend Irma* . . . Viceroy Theatre . . . Dennis Day Show . . . Robert Montgomery 
Presents . . . Place the Face . . . Studio One . . . Midwestern Hayride . . . Arthur 
Murray Party . . . Milton Berle Show . . . | Love Lucy .. . Masquerade a jes ie 
Red Buttons . . . Truth or Consequences . . . You Bet Your Life . . . Red Skelton 
Revue . . . Arthur Godfrey and His Friends . . . Coke Time . . . | Married Joan 
. . » Cavalcade of America . . . Strike It Rich . . . I've Got A Secret . . . | Led 
Three Lives . . . This ls Your Life .. . Dragnet . . . Ford Theatre . . . Mr. District 
Attorney . . . Favorite Story . . . Pantomime Quiz ... Mama* . . . Life of Riley 
. . . Best In Mystery . . . Big Story* . . . Cavalcade of Sports . . . Game of the 
Week . . . Jackie Gleason Show .. . Amateur Hour . . . Saturday Nite Reyue 
.. - Your Hit Parade* . . . Private Secretary ...On Your Account... Lux Theatre* 
. . « Disneyland* . . . Kollege of Musical Knowledge . . . Welcome Travelers . . . 
Guiding Light ... . Hawkins Falls . . . Chrysler Show* . . . Dollar a Second. . . 
Sports Revue 


*Scheduled for Fall ‘54 





Carter Parham, President Harold (Hap) Anderson, Manager 


Interconnected eee NBC*CBS- ABC > DuM. 


WDEF-TV 


CHATTANOOGA 






105,200 Watts 
VHF 


Contact THE BRANHAM COMPANY 
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Growing Pains 


Television has been “busting it’s 
buttons” this year and expanding 
just as rapidly are many of the New 
York representatives active in the 
medium. The moving men have been 
busy on Madison Ave., where mary a 
firm has suddenly found its “suite” 
too small. 

Adam Young moved from East 40th 
Street to 477 Madison Ave., May 1. 
Offices include “half again as much 
space” as the former quarters, and 
were restocked with new office equip- 
ment. 

On the first of June, the Katz Agency 
moved downtown from its former of- 
fices in the Look Building (488 Madi- 
son Ave.) to 477 Madison. The com- 
pany previously held most of one floor, 
now occupies a floor and a half. That 
means an increase of floor space from 
about 10,000 to 15,000 feet. 

Weed & Co. left Madison Ave., 
where its television offices were at 501 
and radio at 350, July 12. Now both 
offices are located together in “more 
modern and better” facilities at 579 
Fifth Ave. Total floor space has 
doubled, from about 4,000 to 8,000 
feet. 

Harrington, Righter and Parsons 


also moved one block west to relocate 


along Fifth Ave., specifically, 589 
Fifth. The company did it the New 
York way, transferring its equipment 
during the night of July 19 and open- 
ing for business the following morn- 
ing. Floor space has doubled. 

Aug. 1 has been the target date for 
Branham & Co.’s move from 230 Park 
Ave. to No. 99 on the same street. Like 
most of the other moves, this one also 
means new equipment and dressed-up 
quarters. Space is expected to nearly 
triple itself, from 4,500 feet to some 
12,000. 

Free & Peters has been scheduled to 
take a floor-through at 250 Park Ave., 
Sept. 1. The date has been moved back 
steadily, however, and most recent 
rumors said, “It may be February 
now. The catch: Free & Peters has to 
wait for one building to be torn down, 
a new one to be constructed in its 
place. 

Venard, Rintoul and McConnell, 
Inc., 444 Madison, is planning an in- 
crease in office space. Exact location 
of its enlarged offices will be an- 
nounced shortly. 























| ... tell it where they’re waiting for you! 


WHAM-TYV’s long-established, LOCAL PROGRAM audiences, WHAM-TV’s live 
cameras, ample studios, and seasoned staff (we started in °49!) offer participation sponsors 
the best facilities and best local programming in Rochester. If you want to tap a Number 
‘ One Test Market with the magic of local-show loyalty, buy the station that offers you the 
most for your advertising dollar. 


MATINEE FEATURE MOVIES 
For example: 1:30—3:00 P.M. DAILY 





The dominant daytime attraction in 
Rochester TV, with ARB ratings from 
12.2 up to 21.1. Participation minutes, 
live or film, $60.00 less discounts. For 
more information, call the nearest office 


of HOLLINGBERY. 


\' HAM ak \ ROCHESTER, N. Y.’s FIRST STATION 
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TELEVISION AGE 


Report by Markets, 
August, 1954 


(The figures listed below are secured from 
the stations and their national representativs. 
They are presented as a servic by TELEVSION 
AGE. For further information regarding the 
figures and their sources contact the stations 
or their representatives. Where one figure is 
given for a multiple-station market, it repre- 
sents all in that market. Italics indicate sta- 


tions not yet on the air, channel numbers and 


target dates.) 
























































Set Count: 























uhf 
72,340 


Fall “54 


Sept. 


Sept. 


Oct. 
Sept. 


Sept. 


F all * 


A 


150,000 


‘54 


‘54 
40,100 


48,850 


‘54 
‘54 


‘54 


55,800 
56,001 


59,919 


9,800 
"54 


ug. ‘54 
35,000 
21,500 





11,437 


~ 87,000 


Sept. 


46,713 


41,000 
. (54 
75A10 


118,900 


Sept. 


City Station ; vhf 
BRIDGEPORT — WICC--TV 
Brockton, Mass. WHEF-TV—62 
BUFFALO WeEN-TV 407,023 
= ___WGR-TV _410,000 
BUTTE KOPR-TV 7,000 
; : KXLF TV —— 
CADILLAC, MICH. WWTV 47,699 
CAMBRIDGE, WTAO-TV ; 
MASS. 
(see Boston) 
Carthage, N. Y. WCNY-TV—7 
CEDAR RAPIDS  KCRI-TV 116,444 
WMT-TV 156,920 
| CHAMPAIGN, ILL. WCIA 307,000 
CHARLESTON, WCSC-TV 114,170 
Ss. C. WUSN-TV—2 
CHARLESTON, WENA-TV 
WwW. VA. WCHS-TV 251,699 
CHARLOTTE WAYS-TV 
WBTV 407,222 
CHATTANOOGA WDEF-TV _— 90,000 
CHEYENNE KFBC-TV 42,500 
CHICAGO WBBM-TV re 
BKB 
WGN-TV 
WNBQ 1,840,000 
CHICO. CALIF. KHSL-TV 46,735 
CINCINNATI WCPO-TV 
WKRC-TV 
WLW-T 00,0 
WOXN- 1v—54 
Clarksburg, W. Va.WBLK-TV—12 
CLEVELAND WEWS 1,031,400 
WNBK 883,980 
WXEL 823,629 
WERE-TV—65 
COLORADO KKTV 46,221 
SPRINGS KRDO-TV 6,000 
COLUMBIA, MO. KOMU-TV 49,595 
COLUMBIA, S. C. WCOS-TV 
WNOK-TV 
WIS-TV 105,258 
COLUMBUS, GA. WDAK-TV 
WRBL-TV 73,647 
COLUMBUS, 0. WBNS-TV 336,737 
WLW-C 307,000 
WTVN 381, ‘51 
CORPUS CHRISTI KVDO 
Cumberland, Md. WTBO-TV—17 
ALLAS- KRLD-TV 393,971 
FORT WORTH WBAP-TV 378,650 
WFAA-TV 398,000 
KLIF-TV—29 
DANVILLE, ILL. WDAN-TV 
DANVILLE, VA. WBTM-TV _ 
DAVENPORT WOC-TV 264,811 
DAYTON WHIO-TV 637,330 
WLW-D 320,000 
DECATUR, ALA. WMSL-TV 
DECATUR, ILL. WTVP 
DENVER KBTV 
KFEL-TV 
KLZ-TV 
___KOA-TV 227,882 
DES MOINES KGTV 
__WHO-TV 227,000 
| DETROIT WJBK-TV 1,468,407. 
WWJ-TV 1,292,691 
7 ____WXYZ-Tv_ _1/140,000 
ULUTH- ~ KDAL-TV 50,430 
SUPERIOR WDSM-TV 53,800 
WFTV 
Durham, | N. ee WTVD—11 — BS 
EASTON, PA. WGLV ; 
EAU CLAIRE, WIS. WEAU-TV 59,621 
ELKHART, IND. WSJV 
ELMIRA, N. Y. WTVE “35 : 
EL PASO ~ KROD-TV 52,422 
KTSM-TV 41,229 
pete s __KELP-TV—13___ 
Elyria, O. WEOL-TV—31 


City __ Station vhf uhf | 
ABILENE, TEX. KRBC-TV "34,803 
ADA, OKLA. _ KTEN "175,632 
ADAMS, MASS. WMGT 135,451 | 
AKRON ‘WAKR-TV 148,710 
ALBANY, GA. WALB-TV 41,564 
ALBANY- WROW-TV 95,877 
SCHENECTADY- WTRI 90,938 
TROY _ 
ALBUQUERQUE ‘keGM- TV 43,797 
OAT-TV 40,000 
; __koe-Tv 43,797 fr? 
Alexandria, La. KALB-TV—5 Sept. ‘54 
Allentown, Pa. |_WFMZ-TV—67 Summer ‘54 
ALTOONA, PA. WFBG-TV 428,774 _ 
AMARILLO KFDA-TV 
KGNC-TV 51,309 
AMES, IA. WOI-TV 240,000 
ANDERSON, S. C. WAIM-TV 48,300 | 
ANN ARBOR —_ WPAG-TV 20,500 | 
APPLETON- WNAM-TV 34,617 
NEENAH, WIS. _ 
aseuRY PARK, WRTV 107,000 
ASHEVILLE WISE-TV 27,950 
WLOS-TV—13 Aug. ‘54 
ASHTABULA, 0. WICA-TV 20,000 
ATLANTA WAGA-TV 391,347 
WLW-A 330,000 
WSB-TV 413,235 
AUGUSTA, GA WJBF-TV 100,650 
aed ___WRDW-TV 96,200 
AUSTIN, MINN. KMMT 94,500 
AUSTIN, TEX. KTBC-TV 80,081 
BAKERSFIELD KBAK-TV 65,000 
KERO-TV 128,595 
BALTIMORE WAAM . 
WBAL-TV 
WMAR-TV 552,23 
WITH-TV—72 Fall ‘54 
oe _WTLF—18 Summer ‘54 
BANGOR —s—Cé«wWAASBSI-TV 71,345 
BATON ROUGE WAFB-TV 49,000 
Maia. =. Sept. ‘54 
Battle Creek WBCK-TV—58 Summer ‘54 
BAY CITY, MICH. WNEM- -TV 205,160 
BEAUMONT, , TEX. KBMT oo ee 
BELLEVILLE, ILL. WTVI Pees 
(see St. Louis) 
BELLINGHAM, KVOS-TV 68,216 
BETHLEHEM, a WEVA ~ 74,803 | 
BILLINGS, MONT. KOOK-TV 15,000  ~ 
BINGHAMTON WNBF-TV 292,220, 
BIRMINGHAM WABT ; Ripa: 
WBRC-TY 260,000 
BISMARCK, N. D. KFYR-TV 20,200 
Bicomingdele, Wwiri—s Summer ‘54 
BLOOMINGTON, WBLN-TV +~=—_—«*19:3, 242 
BLOOMINGTON, WTTv 545535 
BOISE KBOI-TV Mies 7 
K!DO-TV 33,840 
poeer an _ ae Oct. ‘54 
BOSTON WBZ-TV 
WNAC-TV 1,191,210 
WTAO-TV 123,000 
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‘54 


Fall ‘54 





| 
































City__ Station ver wht 
ENID, | OKLA.  KGEO-TV sed 
ERIE wicu 208,500 
a | 26,629 
EUGENE, ORE. KVAL-TV 24,000 
EUREKA, CALIF. KIEM-TV 14,500 
EVANSVILLE | WFIE-TV 58,000 
7 ~ WJPB-TV 33,700 
FARGO __WDAY-TV 44,500, 
Florence, | a. wBTw—s Sept. ‘54 
FT. DODGE, + KQTV ss _ 42,100 
FT. LAUDERDALE WFTL-TV 
: ae 116,116 
FT. MYERS, FLA. WINK-TV 8,000 
FT. SMITH, ARK. KFSA-TV 21,000 
KNAC-TV—5 Jan. ‘55 
FT. FT. WAYNE, IND. WKJG-TV 78,937 
FT. WORTH WBAP-TV 
(see Dallas) 
FRESNO KJEO 123,356 
Low KMJ-TV 85,841 
GALVESTON KGUL-TV 
(see Houston) 
Gastonia, N. C. wTvx—48 Summer ‘54 
GRAND JUNCTION, KFXJ-TV 4,000 
coLo. ; 
GRAND RAPIDS WOOD-TV 444,502 
GREAT FALLS, KFBB-TV 7,000 
MONT. 
GREEN BAY WBAY-TV 195,670 
GREENSBORO WEMY-TV 231,184 
GREENVILLE,N.C. WNCT 63,676 
GREENVILLE, S.C. WFBC-TV 277,632 
7 WGVL-TV 70,300 
HAMPTON, VA. WVEC-TV 
(see Norfolk) 
HANNIBAL, MO. KHQA-TV 
(see Quincy) 
HARLINGEN, TEX. KGBT-TV 34,727 
HARRISBURG, ILL. WSIL-TV 20,000 
HARRISBURG, PA. WHP-TV 
PA 118,150 
WCMB-TV—27 Aug. ‘54 
— WSVA-TV 85,304 
HARTFORD, WGTH-TV 185,155 
CONN. 
HENDERSON- WEHT 55,225 
EVANSVILLE 
HOLYOKE, MASS. WHYN-TV 
(see Springfield) 
HOUSTON KGUL-TV 300,000 
. KPRC-TV 354,500 
KXYZ-TV—29 Fall ‘54 
HUNTINGTON WSAZ-TV 428,291 
HUTCHINSON KTVH-TV 
(see Wichita) 
IDAHO FALLS KID-TV 26,500 
KIFT—8 Nov. ‘54 
INDIANAPOLIS WFBM-TV 662,000 
WISH-TV 475,669 é 
Ithaca, N. Y. WHCU-TV—20 Nov. ‘54 
JACKSON, MISS. WJTV 50,224 
WLBT 102,000 
WSLI-TV 85,000 
Jackson, Tenn. ce Aug. ‘54 
JACKSONVILLE hd 53,374 
MBR-TY 261,000 
Woss.1V—30 Sept. ‘54 
Jamestown, N.Y. WJTN-TV—S58 Sept. ‘54 
JOHNSON CITY, WJHL-TV 73,347 
SoumsTOWwi PA. ware -TV 30,000 
; WJAC-TV 773,494 yn 
Joplin, Mo. KSWM-TV—12 Aug. 15 
KALAMAZOO WKZO-TV 406,922 
KANSAS CITY KCMO-TV 
KMBC-TV 
: WDAF-TV 402,796 
KEARNEY, NEB. KHOL-TV 38,853 _ 
KINGSTON, N.Y. _ WKNY-TV_ 8,600 
Kirksville, Mo. KTVO—3 Aug. 16 
KNOXVILLE WATE-TV 78,626 
____WTSK-TV 77,200 
La Crosse, Wis. _WKBT—8 Aug. “54 
LAFAYETTE, | IND. WFAM-TV | 48,600 
Lafayette, La. KLFY-TV—10 Fall ‘54 
________CKVOL-TV—10_—Fall_°5 4 
LAKE CHARLES, cree 17,400 
LA. PLC-TV—7 _ Sept. 54 
LANCASTER, PA. — WoAL-Ty 554,915 
____ WWLA—21 - Fall ‘54 
LANSING | Meee 51,000 
a _WJIM-TV _—_—- 260,000 on 
LAS VEGAS KLAS-TV ‘15421 _ 
LAWTON, , OKLA. KSWO-TV 52,148 ‘ 
LEBANON, > WLBR-TV — 151,200 
LEWISTON, ME. WLAM-TV 20,300 




















| 


City Station ™ vhf uhf 
LIMA, 0. WLOK-TV 60,393 | 
ae, Ve _WIMA-TV—35 Summer ‘54 
LINCOLN KOLN-TY 94,150 * 
LITTLE ROCK KARK-TV 65,091 
LONGVIEW, TEX. KTVE REG 
LOS ANGELES ‘wane -TV é 

KHJ-TV 
KNBH 
KNXT 
KTLA 
1,851,810 
ant A? KBIC-TV—22  “ Mid ‘54 
LOUISVILLE WAVE-TV 386,791 
WHAS-TV 
P WQXL-TV—41 Summer 54 
LUBBOCK KCBD-TV — 
; KDUB-TV 57,394 
Lufkin, Tex. KTRE-TV—9 Fall ‘54 | 
LYNCHBURG WLVA-TV 113,440 / 
MACON WMAZ-TV 77,480 
4 WNEX-TV 34,662 
MADISON WKOW-TV 51,500 | 
7 WMTV 54,000 
MANCHESTER, WMUR-TV 235,000 
Marinette, Wis. WMBV-TV—II Aug. ‘54 | 
Marquette, Mich. WAGE-TV—6 Oct. ‘54. 
MASON CITY, 1A. KGLO-TV 92,412 





| 


fe City Station vhf uhf 
PENSACOLA WEAR-TV 62,500 
a WPFA-TV 19,260 | 
PEORIA WEEK-TV 152,418 | 
WTVH-TV 130,000 | 
| PHILADELPHIA WCAU-TV 
WFIL- 
WPTZ 1,780,046 
ae wiv Mid ‘54 | 
PHOENIX KOOL- 
KPHO-TV 
: ___ KTYL-Tv 95,300 
PINE BLUFF, ARK. KATV 80,000 
| PITTSBURG, KANS.KOAM-TV 63,678 
| PITTSBURGH, PA. WDTV 1,121,180 
WENS 307,149 
Pittsfield, Mass. WBEC-TV—64 | Summer ‘54 
Pocatella, ida. KISJ—6 Nov. ‘54 
KWIK-TV—10 Nov. ‘54 
Poland, Me. WwMTw—s Aug. 15 
(Mt. Washington, 
N. H.) 
PORTLAND, ME. WCSH-TV 116,627 
WGAN-TV 100,000 
WPMT 44,200 
PORTLAND, ORE. KOIN-TV 182,283 
KPTV 182,550 
PROVIDENCE WJAR-TV 1,120,925 
WNET 34,100 
PUEBLO, COLO.  KCSJ-TV 44,340 
QUINCY, ILL. KHQA-TV_ 115,998 
Massillon, O. WMAC-TV—23 Summer ‘54 | WoeM.tV 116,000 
MEDFORD, ORE. KBES-TV 20,900 | RALEIGH WNAO-TV 71,300 | 
MEMPHIS WHBQ-TV READING WEEU-TV 54,206 
WMCT 285,739 WHUM-TV 175,000 | 
MERIDIAN, MISS. WCOC-TV 32,500 | RENO KZTV 15,428 
WTOK-TV 44,300 RICHMOND WTVR 450,144 
im, ARIZ. KTYL-TV ROANOKE WSLS-TV 261,893 
see Phoenix) ROCHESTER, KROC-TV 75,000 
MIAMI WTVJ 244,600 | MINN. 
WMIE-TV—27 Sept. ‘54 | ROCHESTER, N. Y. WHAM-TV 
MIDLAND, TEX. KMID-TV 34,500 weeee-T¥ 
MILWAUKEE WCAN-TV 375,960 WCBr_15 =P Fall ’54\ 
- — | 
WTMJ-TV 681,953 “5° | ROCKFORD, ILL. WREX-TY 200,000 
7 WTV 90,000 
MINNEAPOLIS- z , ' 
oe Pause ah pricey ROCK ISLAND, ILL.WHBF-TV 264,811 
WMIN-TV 476,000 ROME, GA. WROM-TV 100,006 
Ae WTCN-TV 454,863 ROSWELL, N. M. KSWS-TV 22,418 
MINOT, N. D. KCJB-TV 22,680 SACRAMENTO KCCC-TV 106,500 
MISSOULA, MONT. KGVO-TV _10,000 ree Seen Se 
MOBILE WALALTV SAGINAW WKNX-TV 100,000 | 
ee wkas-ry 0° . 0400 WSBM-TV—S51 Summer ‘54 | 
MONROE, LA. KNOE-TV 151,005 St. sesere apee-tv__vedeee | 
MONTEREY ‘ ST. Louis KSD-TV 650,360 
(see Salinas) — wree wad hy ++} | 
MONTGOMERY  WCOV-TV 2,400 | KWK-TV—4 Aug. ‘54 | 
ete WSFA-TV—12 Sept. ‘54 | ST. PAUL 
Montpelier, Vt. WMVT—3 Sept. ‘54 | (see Minneapolis) 
MUNCIE, IND. WiDE-TV 75,250 | ST-_ PETERSBURG See 9 TV 81,000 | 
aAave 3 | SALINAS- MBY-TV 
LLE wena 191,810 MONTEREY KSBW.TV 492,371 
7 WLAC-TV—5 Aug. ‘54 | Salisbury, Md. WBOC-TV—16 Aug. ‘54 
NEWARK WATV SALT LAKE CITY KSL-TV 
(see New York) pa 163,200 
NEW BEDFORD, -TV— ; 3 
MASS. WTEV-TV—28 Summer ‘54| SAN ANGELO KTXL-TV 28,035 
SAN ANTONIO KGBS-TV 195,233 
NEW BRITAIN WKNB-TV 176,068 WOAI-TV 199, ‘863 
NEW CASTLE, PA. WKST-TV 130,485 KCOR-TV—4 Nov. ‘54 | 
NEW HAVEN WNHC-TV 702,032 | SAN DIEGO KFMB-TV 
alias WELI-TV—59 Fall ‘54 KFSD-TV 245,167 
NEW ORLEANS WDSU-TV 250,005 Se KPIX 
WIMR-TY | roth 431 KRON-TV 970,180 
WCNO-TV—32 Nov. ‘54 al see” 1000 
NEW YORK WABC-TV San Jose, Calif. KVIE—48 Oct. ‘54 
WABD SAN LUIS OBISPO KVEC-TV 67,786 
WCBS-TV SANTA BARBARA KEY-T 453,692 
wonuy SAVANNAH WTOC-TV 46,840 
WPIX SCHENECTADY- WRGB 301,350 
WATV 4,186,397 ALBANY -TROY 
— wranaw — SCRANTON WARM-TV 160,000 
NORFOLK When 322,759 WGBI-TV 165,000 
ONLAB tll 100,300 | ATTLE-TACOMA ih ha 60,000 
OKLAHOMA CITY KMPT 101,000 a KMO-TV 
KTV 121,774 KOMO-TV 
KWTy 241,770 a) KTNT-TV 358,600 
onais a A SEDALIA, MO. _KDRO-TV - . 
OMAHA KMTY Peoy a] SHREVEPORT ‘KSLA 49,100 
icant ee a — | SIOUX CITY, IA. KVTV _ 113,294 
ORLANDO, FLA. WDBO-TV 58,000 _ _____—&TV—4 — Sept. ‘54 
PANAMA CITY, WJDM-TV 10,000 sIQUX, FALLS, KELO-TV 79,172 
PARKERSBURG, WTAP 30,000 | SOUTH BEND —s WSBT-TV__ _ 108,812 
W. VA. Spartanburg, S. C.WSPA-TV—7 Aug. ‘54 




















City Station vhf uhf 
SPOKANE KHQ-TV 78,030 
KXLY-TV 96,000 
SPRINGFIELD, ILL. WICS 78,000 
SPRINGFIELD, WHYN-TV 136,000 
wwe 140,000 
spmeriewD> MO. KTTS-TV 49,456 
KYTV 51,183 
STEUBENVILLE, O. WSTV-TV 1,083,900 
STOCKTON, CALIF.KTVU 76,000 
KOVR—13 Sept. ‘54 
SUPERIOR, WIS. 
(see see Duluth) 
Sweetwater, Tex. KPAR-TV—12 Late ‘54 
SYRACUSE WHEN 
i WSYR-TVY 346,000 
TACOMA 
(see Seattle) 
TEMPLE, TEX. KCEN-TV 80,758 
TERRE HAUTE, WTHI-TV ‘125,000 
ND. 
TEXARKANA, KCMC-TV 81,124 
TEX.-ARK. 
TOLEDO WSPD-TV 286,382 
TOPEKA WIBW-TV 53,692 
Traverse City, WPBN-TV—7 Aug. ‘54 
Mich. 
TROY 
(see Albany- 
Schenectady) 
TUCSON KOPO-TV 28,031 
KVOA-TV 
TULARE, CALIF. KVVG-TV 152,000 
| TULSA KCEB 90,000 
KOTV 229,100 
| Twin Falls, Ida. KLIX-TV—1I1 Sept. ‘54 
TEX. KETX-TV 42,205 
—) KLTV—7 Fall ‘54 
| UTICA, N. Y. WKTV 143,000 
Valdosta, Ga. WwGOV-TV—37 Sept. ‘54 
VALLEY CITY, KXJB-TV 50,000 
N. D. 
WACO, TEX. KANG-TV 38,500 
WASHINGTON WMAL-TV 
WNBW 
WTOP-TV 
WTTG 624,000 
WATERBURY, WATR-TV 140,800 
CONN. 
WATERLOO, 'A. KWWL-TV 106,230 
Waterloo, !nd. WINT—I5 Sept. ‘54 
WESLACO, TEX. KRGV-TV 35,000 
WEST PALM WIRK-TV 28,700 ; 
BEACH WEAT-TV—12 Dec. ‘54 
WJNO-TV—S5 Aug. ‘15 
WHEELING, WTRF-TVY 281,831 
WwW. VA. 
KEDD 101,292 
hee KTVH-TV 137,874 
KAKE-TV—10 Sept. ‘54 
HITA FALLS, KFDX-TV 70,616 
WIEX. KWFT-TV 85,300 
S-BARRE WBRE-TV 163,000 
— WILK-TV 175,000 
Williamsport, Pa. WRAK-TV—36 Summer ‘54 
| WILMINGTON, WDEL-TY 220,843 
DEL. 
| WILMINGTON, WMFD-TV 31,076 E 
wh S. WwTHT—. Aug. ‘54 
TON-SALEM WSJS-TV 218,599 
hala WTOB-TV 57,500 
STER, WWOR-TV 52,650 
WAS. WAAB-TV—20 Aug. ‘54 
YAKIMA, WASH. KIMA-TV 25,056 
PA. WNOW-TV 116,000 
— WSBA-TV 85,000 
0. WFMJ-TV 115,000 
| YOUNGSTOWN, weet sees 
YUMA, ARIZ. KIVA-TV 18,848 
ZANESVILLE, 0. WHIZ-TV 35,306 
Territories & Possessions 
ANCHORAGE KFIA 10,000 
KTVA 9,500 
| HONOLULU KGMB-TV 50,000 
KONA 58,000 
KULA-TV 
SAN JUAN WAPA-TV 
WKAQ-TV 25,000 
Markets: 240 
Stations on air: 383 


Total estimated set count: 31,773,000 
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YOU'VE GOT TO COME TO MACON to cash in 


on the steadily growing Middle Georgia market... 


and only WMAZ-TV, Macon, can adequately reach this 
well-balanced industrial and agricultural center for you! 


THE MARKET! 


Middle Georgia is no middle ground industrially 
speaking. It’s a boom area with dozens of new 
industries—a thriving, growing area with the 
variety of business to resist the ups-and-downs 
of less diversified markets. 


e TOP COMPANIES like Durkee Foods, 
Armstrong Cork and Ralston Purina have opened 
new plants in Middle Georgia within the last 
5 years. 


@ CATTLE has brought a whole new source of 
income to Middle Georgia farmers, accounting 
for over 35% of their cash farm income. 


e EXPANSION is everywhere—in new plants 
and mills, iron works, highway construction and 
home building. 


© MOST IMPORTANT, Middle Georgia is 
growing in people! Metropolitan Macon has 
doubled its census figures since 
1940. Purchasing power is way up 
too, considerably above the state’s 
average-household-income figures. 


Write for free brochure on 
Macon market 


ont and WMAZ-TV 
rt* ; specifications, 
_ rates, etc. 


—_ 





css, 
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WMAZ-tv 


MACON, GEORGIA - CHANNEL 13 


DUMONT & ABC NETWORKS 





THE COVERAGE! 


WMAZ.-TV’s area is 700,100 people strong! An 
area never before successfully tapped by TV— 
before WMAZ-TV! Macon is 93 miles from the 


closest TV city of comparable large size—Atlanta! 


@ Only 10 of the 47 counties now 
blanketed by WMAZ-TV received 
“‘good” service from any other 
station. 

Significantly, the remaining 37 in 
this 47-county area represent... 


..80% of this area’s population! 
..-81% of retail sales! 


@ 153 New TV Families Added a 
Day!...153 New Customer- 
Families a Day! 










ASK YOUR AVERY-KNODEL MAN 

















Readers ask: 


acces 


How can stations insure smooth film showings? 


How far in advance of showing 
should a print be received? 


Anywhere from two to ten days, de- 
pending on how far the station is 
from the distribution point and how 
complete and organized are its own 
film facilities and personnel. There has 
to be time enough for the film to be 
properly inspected, screened, cut, 
timed and, when necessary, repaired 
and cleaned. And, very 
time for another print to be sent from 
the distributor in case the original is 
unplayable. It’s a good idea for sta- 
tions to include in the contract a defi- 
nite date for the print’s arrival. 


important, 


What has to be watched for in in- 
specting the film? 


1) Subject matter, so that all ob- 
jectionable material—from a moral, 
social and client viewpoint—can be 
deleted. 2) Photographic aspects, 
where, because of faults in the original 
shooting the picture comes out too 
dark or too light, with too much con- 
trast or flatness or even out of focus. 
3) Physical aspects, such as dirt, 
smudges, nicks, etc., torn sprocket 
holes, bad splices, dried or wet 
(green) film and scratches in both 
film and sound track. 


Are there any short cuts in cutting 


film? 


Not in the sense that any of the 
necessary steps both before and in 
cutting can be avoided. Time, effort 
and, of course, dollars can be saved 
in cutting only in ratio to the skill of 
the men doing the job. The print is 
ready for cutting only after the film 
editor knows the running time of both 
the film and the program on which it 
is to be shown, and the number and 
running time of commercial inserts. 
In doing the actual cutting, some 
editors prefer to take notes as they put 
the print through the first screening- 
timing run. Others draw up a com- 


plete “scene plot,” and some count on 
their 
know a good cutting place as soon as 
they see it. As a general rule it is 


memory or “instinct”—they 


better to cut whole scenes when possi- 
atmos- 
phere bits—rather than piecemeal de- 
leting. It is a good idea to make cuts 
where the film is damaged. But the 
most important thing in cutting is to 
preserve the main plot line. 


ble—particularly color and 


Where is the best place for com- 


mercial inserts? 


The ideal spacing for five inserts in 
a 60-minute film is, of course, every 
12 minutes. But since that ideal is not 
too often realized, use the 12-minute- 
interval time as a jumping off place to 
search for the natural breaks in the 
film. The preferred point dramatically 
is at a cliff hanger; the best place 
mechanically for both film and sound 
track is a fade out—fade in sequence. 


What are the last steps necessary 
before the print is ready for use? 


A thorough inspection must be 
made. This is done as the film is run 
from head to tail. The most generally 
approved method is to hold the hand 
below the film so that the film runs 
between thumb and forefinger, usually 
through a cloth, cotton glove or some- 
times cleansing tissues to feel for bad 
splices and cut edges. The sense of 
touch is as important as sight in in- 
specting film. Finally, in re-winding 
the film from tail to head a last tim- 
ing of the complete reel—feature and 
inserts—is made. In timing film al- 
ways use a footage indicator not a 
stop watch. When this has been done 
it should be recorded on a cue sheet 
so that details of overall and insert 
timing, cueing and condition of the 
film are known to the projectionists, 
director, audio and video men and 
others involved in its showing. Only 
then can a station be certain of smooth 
air time production. 





IF YOU 
MUST HAVE 
QUALITY 


IN COMMERCIALS 
INDUSTRIAL 
EDUCATIONAL 
FILMS 


FAST! 
SENSITIVE! 
MADE FOR ACTION! 


Weston tungsten rating—225 
ASA tungsten rating—300 


ORIGINALLY 
DESIGNED 
FOR TV 


New faster processing 
8 and 16MM and sound 


GOLD SEAL SPECIAL 


; | ,\ 
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SHARE OF AUDIENCE 


* 269" 


IN 4 SHORT MONTHS 


and still growing! 





That’s the WWLP story 
in a nutshell. 


It’s worth investigating. 


Ask our representatives 
te show you our latest 
Telepulse. 


Or write us direct. 








CHANNEL 61 


SPRINGFIELD, MASS. 
150 kw EFFECTIVE RADIATED POWER 
SPRINGFIELD TELEVISION BROADCASTING CORP. 
61 Chestnut Street * Phone Spfid. 2-4181 
SALES REPRESENTATIVES 


National 
Geo. P. Hollingbery Co. 


Boston 
Kettel-Carter 
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Canada (Continued from page 75) 


instance, has already invested $800,- 
000 in facilities and expected to have 
shelled out over $1.2 million by air- 
time. The CBC investments run higher 
because the government corporation is 
building major studio and production 
facilities in key points throughout the 
country, Since these stations are sup- 
ported by parliamentary grants plus 
the revenue from a manufacturer’s tax 
on tv receivers, advertising is not a 
sine qua non for them. 

That factor, in fact, gives rise to 
one of the private operators’ chief 
complaints: unfair competition from 
the subsidized stations. The govern- 
ment, they say, doesn’t “spend money 
to make money” as does private enter- 
prise; it doesn’t promote its stations; 
it doesn’t “go gunning for business,” 
yet it has a competitive edge simply 
because it is the government. The cBc 
gets telephone and telegraph facilities 
at lower rates, but, more important, it 
acts as both judge and competitor of 
the private licensees. 

Those private stations in markets 
which compete with across-the-border 
U.S. stations have still another gripe: 
They have trouble getting vu. s. net- 
work programs. The CBC requires that 
each outlet funnel its program requests 
through that government corporation 
which in turn forwards them to the 
u. s. webs. The latter often turn down 
these requests if the station serves an 
area also covered by one of its affili- 
ates. Says a top network official: 
“We've got to protect our markets, and 
our advertisers want us to.” 


The Yanks Are Coming 


Even so, many a major U. s, ad- 
vertiser has decided that he wants a 
foot in the Canadian tv market too. 
The list is sizable and growing. It in- 
cludes, among others, General Foods 
with Our Miss Brooks; rca Victor, 
Dennis Day; Ford Motor Co., Ford 
Theatre, Toast of the Town; Singer 
Machine, Star Play- 
house; International Silver and Sim- 
mons, My Favorite Husband; West- 
inghouse, Studio One; General Mo- 
tors, Dinah Shore, Dave Garroway; 
Gillette, Cavalcade of Sports; 
Schick with Jackie Gleason. 

And chances are this is just the be- 
ginning of the trek north. For the 


Sewing Four 


and 





DUNTON: 23 stations in 2 years 


Canadian economy is currently per- 
haps the most prosperous in the world 
without even a shadow of a “reces- 
sion” on the horizon. The boom that 
began right after the war shows no 
sign of abating. 


Only the Beginning 


In 1947 oil was discovered in Alber- 
ta; today crude from there is servicing 
the entire British Columbia market 
and part of the u. s. Northwest. Enor- 
mous iron ore deposits were found in 
the forests on the Quebec-Labrador 
boundary ; reserves are estimated at 
400 million tons and by next year 
shipments are expected to reach 10 
million tons annually. The develop- 
ment of such giant hydroelectric in- 
stallations as Kitimat in British Colum- 
bia is boosting aluminum productior 
and Canada was already turning oui 
one-fourth of the world’s supply of the 
vital metal. Since the war, more than 
600 vu. s. firms have set up Canadian 
branches and their ad agencies are fol- 
McCann-Erickson and 


Leo Burnett, to name just two, have 


lowing them. 


opened offices there in the past two 
years, 

On the consumer level, personal in- 
come and salaries are steadily climb- 
ing. Retail sales move upward. The 
standard of living is second only to 
that of the u. s. Since Canadians have 
more to spend—and will have still 
more in the future—their purchases 
might just as well be vu. s.-made. At 
least manufacturers in this country see 
it that way, and they are equally con- 
vinced that television is the best sales- 
man they have. 





























alongside KOIN-TV’s gigantic 
new tower... 





Now, more than ever, KOIN-TV is your best buy in 
the rich, productive Oregon and Southern Washington 
area. Towering 1530 feet above average terrain, KOIN- 
TV’s antenna is the highest west of the Cascade range 
from Alaska to Southern California! This ultramodern 
antenna incorporates the latest possible advancements 














to assure advertisers the finest picture quality possible. 


Maximum power too — 100,000 watts 
This big, new antenna combined with KOIN-TV’s in- 
crease in power to the maximum 100,000 watts will 
deliver a consistent picture as far as 150 miles from 





Portland—completely blanketing 28 counties in this 





responsive, able-to-buy market. More than 185,000 sets 
are in use right now—and set sales are still booming. 

To reach the people with money to spend—to 
completely cover this rich, responsive Oregon and 





{ Southern Washington market—schedule KOIN-TV, 
S| Oregon’s DOMINANT television station. Write, wire, or 
phone for complete availabilities or contact our national 
representatives, AVERY-KNODEL, INC. 




















Oregon’s DOMINANT Station 


Portland, Oregon 
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amc” Only KTNT-IV 


CHANNEL 11 


COVERS ALL FIVE IN 
ITS “A” CONTOUR 


SEATTLE: Seattle is now the 17th city 
in the United States and is the largest city 
in Washington. It is located 7 miles across 
Puget Sound to the east and north of 











KTNT-TV's new 316,000 watt transmit- PI K¢ = fy 

ter site. Seattle residents constitute ap- aS “FF 

proximately one third of KTNT-TV’s market ’ MK A 

population. a: © 
Ky EVERETT 

TACOMA: Home city of license of if S, 


KTNT-TV, Tacoma is located 12 miles south 
and east of KTNT-TV’s new transmitter. It 
is the dominant industrial area of Pierce 
County which is the second most populous 
county in the state. 


BREMERTON: Bremerton, famous na- 
val base of the Pacific Northwest, lies west 
of Seattle across Puget Sound. It is located 
in Kitsap County, the same county in which 
the new KTNT-TV transmitter site is located. 


OLYMPIA: Capital of the state, this 
famous early Washington settlement lies 
at the southern end of Puget Sound. Its 
beautiful government buildings are a tour- 
ist attraction for the thousands who visit the 
Puget Sound country each year. 


EVERETT: The northernmost city of 
“‘Middle Puget Sound"’, Everett is one of 
the centers of pulp and paper production 
in the Pacific Northwest. It has steady in- 


dustrial payrolls for its people. 


CHANNEL 11 © NOW 316,000 WATTS 
Antenna Height 1000 Ft. Above Sea Level 


<I 
«<3 FATA 





For the SEATTLE — TACOMA — PUGET SOUND AREA sUMOm 


TELEVISION 
WORK 


“A” Contour Population Over 1,200,000 


CONTACT WEED TELEVISION 
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Film Sales 


ae ee 


Commenting on the smaller sales listings shown this 
month, most film distributors agree that selling for the hot 
months is tough sledding. But they also say there should 
be no correlation between rising temperatures and declin- 
ing sales. 

One leading syndicator told TELEVISION AGE: “All of us, 
station men as well as distributors, have to get over the 
idea that summer: time is vacation time for sales. Any 
slide down is our own fault not the weather man’s. Any 
slack in sales vclume is mostly a result of a corresponding 
slack in sales effort. We're just going to have to do a harder 
job of selling for the summer, that’s all there is to it.” 

Meanwhile, much of the hot weather business came from 
the summer naturals—breweries, ice cream and soft drink 
makers and the oil companies. 

Local baking companies were active. Bread and cake firm 
buying of syndicated film may be traceable to the Bond 
Bread-Hopalong Cassidy association which began in 1952 
and rode all the way through most of 1953. As a result of 
Bond’s success with Hoppy, several other baking companies 
dipped their budgets into local tv via film. They liked the 
taste and have kept on dipping even while buyers in other 
categories remain afflicted with summer hiatus. 

The fall prospect, looking on the other side of the coin, 
is very good. For this there are at least four reasons: 1) 
Lack of desirable network time. 2) More stations. 3) 
Stations are expanding their program schedules. 4) Growing 
acceptance of re-runs (See story, page 38). 


CBS TELEVISION FILM SALES, INC. 


Amos ’n’ Andy 


Station City Sponsor 

KBMT Beaumont, Tex. United Gas Co. 
WBEN-TV Buffalo Ontario Biscuit Co. 
WISH-TV Indianapolis Bennett Furniture Co. 
KTAG-TV Lake Charles, La. United Gas Co. 


WDSU-TV New Orleans Kirschman Furniture Co. 
WHAM-TV Rochester, N. Y. Blue Boy Dairy Co. 
KTXL-TV San Angelo Mead’s Bread 

WSYR-TV Syracuse Blue Boy Dairv Co. 
WIRK-TV West Palm Beach Lykes Bros. Meat Packing 


Gene Autry 


WKNY-TV Kingston, N. Y. 

WTOK-TV Meridian, Miss. Brookshire Ice Cream Co. 
WSLS-TV Roanoke Bowman’s Bakery 

wIics Springfield, Ill. Annheim Baking 

WTHI-TV Terre Haute, Ind. 


Daily News 


WKNY-TV Kingston, N. Y. 

WCAU-TV Philadelphia 

KOIN-TV Portiand, Ore. 

KING-TV Seattle-Tacoma 

KTVU Stockton, Cal. 

WTOP-TV Washington 

Files of Jeffrey Jones 

WJBK-TV Detroit Household Finance Corp. 
WMIN-TV Minneapolis-St. Paul 


Holiday in Paris 


CMQ-TV Havana, Cuba 





Art Linkletter and the Kids 


Station City 
KTVA Anchorage 
WDBO-TV Orlando, Fila. 


Annie Oakley 
Charleston, W. Va. 


Range Rider 


WCHS-TV 


WMT-TV Cedar Rapids 
WLW-T Cincinnati 
WOC-TV Davenport 
WLW-D Dayton 


Strange Adventure 


WFTL-TV Ft. Lauderdale 


Sponsor 
Snow White Laundry & 


Cleaner 
Atco Aluminum Co. 


Petersen Baking Co. 


Petersen Baking Co. 


GUILD FILMS COMPANY, INC. 


The Liberace Show 


WJBF-TV Augusta, Ga. 
WAFB-TV Baton Rouge, La. 
KIDO-TV Boise 
WEWS Cleveland 
WDAN-TV Danville, Ill. 

° Dayton 

° Detroit 
KFSA-TV Ft. Smith, Ark. 
WOOD-TV Grand Rapids 
WEHT Henderson-Evansville 
WJTV Jackson, Miss. 
WGAL-TV Lancaster, Pa. 
WLOK-TV Lima, O. 
WKOW-TV Madison 
WKNB-TV New Britain 
WTAR-TV Norfolk 
WDBO-TV Orlando, Fla. 
WPFA-TV Pensacola, Fla. 
KATV Pine Bluff, Ark. 
WDTV Pittsburgh, Pa. 
WGEM-TV Quincy, Il. 
KZTV Reno 
WKNX-TV Saginaw 
KVTV Sioux City, Ia. 
WSBT-TV South Bend 
WSPD-TV Toledo 

a 


Zanesville, O. 


Life With Elizabeth 


WBZ-TV Boston 

WNCT-TV Greenville, N. C. 
KGLO-TV Mason City, Ia. 
WTVR-TV Richmond 


The Joe Palooka Story 


WBNS-TV Columbus, O. 
WBAY-TV Green Bay 
KHOL-TV Kearney, Neb. 


The Florian ZaBach Show 


KIDO-TV Boise 
WGR-TV Buffalo 
WEWS Cleveland 
WBNS-TV Columbus, O. 
KBTV Denver 
WSIL-TV Harrisburg, Ill. 
KCOP Los Angeles 
WEEK-TV Peoria 
WDTV Pittsburgh, Pa. 
s St. Louis 
° Tulsa 


*Sold Directly to Sponsor 


(Renewal) 

(Renewal) 

Albertson Super Market 
(Renewal) 

Society for Saving 
(Renewal) 

Palmer National Bank 

Third National Bank 
(Renewal) 

Hekman Biscuit Co. 


Muller-Grocers Baking Co. 
(Renewal) 


Citizens Savings Trust 
(Renewal) 

Keebler-Weyle Baking Co. 
(Renewal) 

Hekman Biscuit Co. 

(Renewal) 


J. H. Filbert Co. 
(Renewal) 

Dixie Lily Milling Co. 

Delchamps & Bonded 
Warehouse (Renewal) 

Servel, Inc. 

People’s First National 
Bank and Trust Co. 
(Renewal) 

Sawyer Biscuit Co. 

First National Bank of 
Nevada 

Muller Baking Co. 

Serta Mattress (Renewal) 


Hekman Biscuit Co. 
Strietman Biscuit Co. 
(Renewal) 


(Renewal) 
Strietman Biscuit Co. 


Strietman Biscuit Co. 


Rogers Jewelers 
Zephyr Gasoline 
Roberts Dairy (Renewal) 


St. Louis Independent 
Packing Co. 
Sipes Food Stores 


(Continued on next page) 
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Film Sales (Continued) 


INTERNATIONAL NEWS SERVICE 
Telenews Daily 


Station City Sponsor 
KONO Honolulu 

KSWS-TV Roswell, N. M. 

Telenews Weekly 

WISH-TV Indianapolis 


This Week in Sports 


WKJG-TV Ft. Wayne, Ind. General Tire & Rubber Co. 


INTERSTATE TELEVISION CORPORATION 
Ethel Barrymore Theatre 


KFEL-TV Denver 

WTSK-TV Knoxville 

KLAS-TV Las Vegas 
CBOT-TV Ottawa, Canada 
WDTV Pittsburgh, Pa. 
CBWT Winnipeg, Canada 


Hans Christian Andersen 


° Chicago Wandzer Dairy 
WOOD-TV Grand Rapids Hekman Biscuit Co. 
KTLA Los Angeles 
CBWT Winnipeg, Canada 


Douglas Fairbanks Presents 


KFEL-TV Denver 

KMJ-TV Fresno Liebmann Breweries, Inc. 
KNBH Los Angeles Liebmann Breweries, Inc. 
WAVE-TV Louisville 

KFMB-TV San Diego Liebmann Breweries, Inc. 
KTNT-TV Seattle-Tacoma 


NBC FILM DIVISION 


Badge 714 

WDBO-TV Orlando, Fla. 

Badge 714 B 

WIRK-TV West Palm Beach 

Captured 

WTVP Decatur, Ill. 

KBTV Denver International Harvester Co. 
WFMY-TV Greensboro International Harvester Co. 
KSWS-TV Roswell, N. M. 

KVEC-TV San Luis Obispo 

KEY-T Santa Barbara 


Dangerous Assignment 


WDBO-TV Orlando, Fla. 

KVEC-TV San Luis Obispo 

Hopalong Cassidy—Half Hour A 
WKRC-TV Cincinnati 

WHIO-TV Dayton 

KCSJ-TV Pueblo, Colo. 

KSWS-TV Roswell, N. M. 

KVEC-TV San Luis Obispo 

Hopalong Cassidy—Half Hour B 
WKRC-TV Cincinnati 

WHIO-TV Dayton 

WJMR-TV New Orleans 

WEEK-TV Peoria Midland Bakeries 
KCSJ-TV Pueblo, Colo. 

KSWS-TV Roswell, N. M. 

KVEC-TV San Luis Obispo 


Hopalong Cassidy—Hour 


WTVN Columbus, O. 


KWK-TV St. Louis Pevely Dairy Co. 


Inner Sanctum 


WSB-TV Atlanta Bunker Hill Corned Beef 
KVEC-TV San Luis Obispo 
KELO-TV Sioux Falls, S. D. 
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Life of Riley—A 


Station City Sponsor 

KERO-TV Bakersfield 

KOMU-TV Columbia, Mo. 

KGVO-TV Missoula, Mont. Safeway Stores, Inc. 
WKY-TV Oklahoma City 

KCSJ-TV Pueblo, Colo. 

KIMA-TV Yakima, Wash. 

Life of Riley—B 

KOMU-TV Columbia, Mo. 

KGEO-TV Enid, Okla. 

KGVO-TV Missoula, Mont. Safeway Stores, Inc. 
KCSJ-TV Pueblo, Colo. 

KIMA-TV Yakima, Wash. 

Life of Riley—C 

KERO-TV Bakersfield 

WKY-TV Oklahoma City 

KIMA-TV Yakima, Wash. 

The Lilli Palmer Show 

WMBR-TV Jacksonville 


Paragon Playhouse 


KBMT Beaumont, Tex. 
KVEC-TV San Luis Obispo 


Victory at Sea 


KVEC-TV San Luis Obispo 


The Visitor 


WFBC-TV Greenville, S. C. 
KVEC-TV San Luis Obispo 
Watch the World 
WKY-TV Oklahoma City 


Weekly News Review 


WMCT Memphis 


NATIONAL TELEFILM ASSOCIATES, INC. 
Robo the Hobo 


KBTV Denver 

KDAL-TV Duluth-Superior 

KGUL-TV Houston 

KUTV Salt Lake City 

WNOW-TV York, Pa. 

The Bill Corum Sports Show 
KFEL-TV Denver 

KDUB-TV Lubbock 

KGLO-TV Mason City, Ia. 

KUTV Salt Lake City 


The James Mason Show 


WCPO-TV Cincinnati 
KGUL-TV Houston 

KUTV Salt Lake City 
Roller Derby 

WROW-TV Albany, N. Y. 
KBMT Beaumont, Tex. 
KGTV Des Moines 
KFSA-TV Ft. Smith, Ark. 
WTVH-TV Peoria 
Westerns 

WXEL Cleveland 

KRDO-TV Colorado Springs 
WRBL-TV Columbus, Ga. 
WGLV Easton, Pa. 
KFSA-TV Ft. Smith, Ark. 
KCMO-TV Kansas City 
KNOE-TV Monroe 

KHQ-TV Spokane 

WTHI-TV Terre Haute, Ind. 
WKBN-TV Youngstown, O. (Continued on next page) 




















Film Sales (Continued) 


OFFICIAL FILMS, INC. 
Colonel March of Scotland Yard 


Station City Sponsor 
KVOS-TV Bellingham, Wash. 
WMSL-TV Decatur, Ala. 

KMPT Oklahoma City 
KVVG-TV Tulare, Cal. 

wsJs Winston-Salem 

My Hero 

KVOS-TV Bellingham, Wash. 
WMSL-TV Decatur, Ala. 

KMPT Oklahoma City 
WTHI-TV Terre Haute, Ind. 
KVVG-TV Tulare, Cal. 
Secret File, U. S. A. 
WMSL-TV Decatur, Ala. 
WTCN-TV Minneapolis-St. Paul 
KMPT Oklahoma City 


Terry and the Pirates 


KVOS-TV Bellingham, Wash. 
WTTV Bloomington, Ind. 
WEZ-TV Boston 

WBNS-TV Columbus, O. 
WMSL-TV Decatur, Ala. 
KMPT Oklahoma City 
KVVG-TV ‘ Tulare, Cal. 


Town and Country Time 


KVOS-TV Bellingham, Wash. 
WMSL-TV Decatur, Ala. 
KVAL-TV Eugene, Ore. 
KMPT Oklahoma City 
WEAR-TV Pensacola 

WTVR Richmond 


SCREEN GEMS, INC. 
All-Star Theatre 


KRBC-TV Abilene, Tex. 

WJAC-TV Johnstown, Pa. 

KLAS-TV Las Vegas (Renewal) 
WEAR-TV Pensacola (Renewal) 
KSWS-TV Roswell, N. M. 

KPIX San Francisco (Renewal) 
KVEC-TV San Luis Obispo 

The Big Playback (Bill Stern) 
KBMT Beaumont, Tex. 

WGR-TV Buffalo 

KVDO Corpus Christi 

WALA-TV Mobile 

WCSH-TV Portland, Me. 

WHAM-TV Rochester, N. Y. 

The Big Playback (Jimmy Powers) 
WGR-TV Buffalo 

WPIX New York 

WEAR-TV Pensacola 

WCSH-TV Portland, Me. 

WHAM-TV Rochester, N. Y. 


STERLING TELEVISION CO., INC. 
Animal Time 


KMJ-TV Fresno 
WJTV Jackson, Miss. 
WLVA-TV Lynchburg 


Armchair Adventure 


KWTV Oklahoma City 
WSUN-TV St. Petersburg 
Cartoons 

WAGA-TV Atlanta 
WJAC-TV fohnstown, Pa. 
WAVE-TV Louisville 


WHBF-TV Rock Island, Ill. 
WFMJ-TV Youngstown, O. 
WHIZ-TV Zanesville, O. 

The Paul Killiam Show 
Station City Sponsor 
WAGA-TV Atlanta 

WABI-TV Bangor 

WCCO-TV Minneapolis-St. Paul 
WJAR-TV Providence 

WHAM-TV Rochester, N. Y. 
KRON-TV San Francisco 
WFMJ-TV Youngsiown, O. 


UNITED TELEVISION PROGRAMS, INC. 
Heart of the City 


= Bay City, Mich. Falstaff Brewing Corp. 
° Saginaw, Mich. Falstaff Brewing Corp. 
Hollywood Offbeat 
. Cincinnati Hollywood 400 Rotisserie 
. Huntington Hollywood 400 Rotisserie 
KTTV Los Angeles 
WSM-TV Nashville 
KSL-TV Salt Lake City ie Ot 
. Steubenville, O. Hollywood 400 Rotisserie 
. Wheeling, W. Va. Hollywood 400 Rotisserie 
Lone Wolf 
KERO-TV Bakersfield Philips Jewelry 
WABT Birmingham R. L. Ziegler, Inc. 
WGR-TV Buffalo William Simon Brewery 
WEAR-TV Pensacola Pure Oil Co. 
KVTV Sioux City, Ia. 
Waterfront 
- Detroit Stroh Brewery Co. 
WDBO-TV Orlando, Fla. First Federal Savings 
& Loan 
WCAU-TV Philadelphia Philadelphia Dairies 


*Sold Directly to Sponsor 


* 2 
Attractive Attraction 


When Jan Voss, KVTV’s “Open 


House” hostess, conducted a 


cooking school in person, 5,000 
ladies crowded inside Sioux 
City’s Auditorium; 3,000 more 
were turned away by the Fire 


Marshal. 


Monday thru 
Friday, 1:00-1:30 
p-m., Sioux City 
Sue-land turns to 
Channel 9 to watch 
Jan scan her favor- 
ite dishes. For $30 
per participation 
Jan will talk about 





— and sell — your 
favorite product. 
The Katz Agency, our national 
representatives, will provide 
complete details. 


KVTV-Channel 9 


Sioux City 
CBS, NBC, ABC & Dumont 
® s 
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Hook up with 





*HOOVEN | 
COMMUNICATIONS 
CENTER | 


> Here’s an old estab- 
| lished one-stop source for 
all your direct mail adver- 
tising needs at reasonable 





HOOVEN LETTERS, INC. 


Producers of the famous indi- 
vidualized automatically type- 
written Hooven Letter, type and 
machine addressing, multigraph- 
ing, Nahmco Process Letters and 
all mailing and lettershop serv- 
ices. bi 


THE HORACE H. NAHM COMPANY 


Creators and producers of direct 
mail and printed advertising. 
Idea, Planning, Copy and Art 
facilities for resultful printed 
promotions. 


HOOVEN LITHOGRAPH COMPANY 
Producers of high quality offset 
printing in black and white and 
flat color. 


NAHM PHOTOGRAVURE me 
COMPANY “3 
Designers and producers of 
finest quality engraved and 
' rotolith letterheads. 











FAST 
PICK UP 
AND DELIVERY 


One Call 
For All— 


HOOVEN LETTERS, INC. 


352 Fourth Ave., New York 10, N. Y. 


COMPLETE DIRECT MAIL SERVICES 
Idea Men « Lettermasters + Lithographers 
Letterhead Specialists 


© 1954 
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Grounds for Success 


Take a premium-priced coffee, but give it a name associated with 
economy. Try to get the new product rolling when, in order to stay on 
the market, it must displace an established brand. Put it on a metro- 
politan market where many customers can afford to pay more, but where 
competition—from brands of all 
prices—is tough. 

One way to do it, according to 
William Black who has done it 
with his Chock Full O’Nuts 
coffee, is television. 

Mr. Black, who built a peanut 
stand into a chain of Chock 
Full O’Nuts “restaurettes,” de- 
cided last July to market, un- 
diluted, the same quality blend 
of coffee he serves in his lunch 
counters (75,000 cups daily). 

His agency, The Frederick 
Clinton Co., New York, advised 
heavy use of broadcast media. 
“We decided to saturate just one New York station,” says Harold Rieff, 
account man and executive vice president of the agency. They signed 
with WNBT and wnsc New York for a 13-week campaign of spot an- 
nouncements, starting Oct. 12. The client also backs a tv variety show 
late Saturday nights with Jean Martin, Ray McKinley. “We use radio for 
daytime, tv for nighttime,” Mr. Rieff explains, and the spots start as early 
as 7:30 a.m.—to catch consumers as they drink their morning brew. 
Results: “almost total distribution” in the New York area in 13 weeks. 
The “tremendously successful” campaign has been renewed and Chock 
Full O’Nuts expects to spend about $250,000 for tv in 1954. 

Mr. Black got his business start shortly after serving in the first world 
war- He took $1,000 he had saved from the odd jobs which put him 
through college, bought a peanut stand in the basement of a Times 
Square drug store. By 1930, he had more than 20 shops, but started 
transferring his interests to something “depression-proof.” He decided 





William Black 


on lunch bars with menus limited to ten items; prices, to a 20-cent top. 
Today he has a chain of lunch spots, more than 850 employes and an 
annual gross of $10 million. 

The soft-speaking but explicit businessman has “parleyed a bag of 
nuts,” as he puts it, without borrowing from a bank or outside source. 
Although his lunch spots are frequently in high-rent areas, he has never 
owned property with a mortgage or lien against it. 

Mr. Black is noted in the restaurant field for his progressive methods: 
Food is prepared and served in his chain without being touched by hu- 
man hands. (New York’s Health Department describes sanitation as 
“astonishing.”) To avoid holding food overnight his stores take inven- 
tories several times daily, exchange surpluses with understocked branches. 
Chock Full O’Nuts employes got a four-week bonus last Christmas, regu- 
larly get as much as $10,000 in life insurance gratis, the day off on their 
birthdays and interest-free loans. Mr. Black even hires his own weather 
man to learn what foods will be most in demand as the weather changes. 

When it’s cold, for example, coffee sales soar, and Chock Full O’Nuts 
restaurants serve it several degrees hotter than usual. Now, with the 
restaurant blend available for home use, Mr. Black predicts a “cold” 
1954: Retail sales show healthy promise of reaching 20 million cans by 
the year’s end. That means television has helped Chock Full O’Nuts build 
—in one year—two-fifths of the volume the market’s major seller has 
taken years to attain. 




















BMI For Service in TV 


Service continues to be one of the basic 
theme songs at BMI. Not only are its facilities 
offered to its TV licensees, but to producers, 
advertising agencies and their clients, TV 
film distributors, music conductors, directors, 
and everyone in TV concerned with music 
and programming. 


This service is apparent in the day to day 
activities of BMI and is provided in many 
forms, such as: 


e Assistance in the selection or creation 
of music for theme, background, bridge, 
cue or incidental mood music 


e Aid in music clearance 
e Help in protecting music ownership rights 


e Answers to questions concerning copy- 
rights, music right for future residual usage 
and help in solving all other 
problems concerning the use of 
music in TV 


Let BMI give you the 
TV Music Story today 


Call or write BMI TV SERVICE Department 


BROADCAST MUSIC. INC. 


589 Fifth Avenue, New York 17, N. Y. 
NEW YORK ¢ CHICAGO « HOLLYWOOD + TORONTO - MONTREAL 
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Advertisers GET RESULTS on WKNB-TV 
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The New WKNB Television-Radio Center 


(Corner Ridgewood Road ) 


1422 New Britain Ave 


WEST HARTFORD 10, CONNECTICUT 
Represented, Nationally by The Bolling Company 





Reruns (Cont'd jrom page 39) 


months in the smaller markets to 12 
in the larger. More stations plan to in- 
crease their use of re-runs than to de- 
crease. 

About four out of every 10 stations 
still do not like the whole idea of re- 
runs, even though they may use them. 

Take the reaction of George Bur- 
bach, general manager of KSD-TV St. 
Louis. “We recognize the economic 
factor which is responsible for the 
practice of repeating film programs 
by networks and by many individual 
stations as well, but we believe it is 
basically unsound to repeat any pro- 
gram within a period of less than two 
years. It seems to us that the prevail- 
ing practice of repeating films after 26 
or 39 weeks is little short of inviting 
a substantial segment of one’s audi- 
ence to tune to another station.” 

The smaller markets, on the whole, 
resist re-runs. Says Jean Gitz, pro- 
gram director of KRDO-TV Colorado 
Springs: “Re-runs bring considerable 
unfavorable comment. Of course, ours 
is one of the smaller markets with 
fewer stations, and we have very much 
the same audience day in and day 
out.” Adds J. C. Kellam, general man- 
ager of KTBC-TV Austin, Texas: “At 
this stage of the game we do not 
recommend re-runs to the sponsors.” 
And from Tom Bostic, v. p. and gen- 
eral manager of KIMA-TV Yakima, 
Wash.: “We have found . . . that re- 
runs are no good. The public greatly 
resents them.” 


Opposition, too 


David Mintz, production manager 
of Kvos-Tv Bellingham, Wash., finds 
“a non-network station has to take 
what is available. Most deals require 
re-runs.” Ridley Bell, Jr., program 
director of wrRBL-TV Columbus, Ga., 
has “an intense dislike” of repeat 
showings, plans to decrease their use. 
“Eliminate them,” is the intention of 
E. A. Nord, general and sales.manager 
of KELO-TV Sioux Falls. On the other 
hand, Gorden Lawhead, program di- 
rector of WHBQ-TV Memphis “would 
like to decrease but we will probably 
increase.” 

Many operators think the use of re- 
runs will remain fairly constant at the 
present level. Richard Moore, general 
manager of KTTV Los Angeles, con- 











siders four or five runs of tv films ef- 
fective in Class A time if “there is a 
separation of six months or more be- 
. . Our guess is that the 
ratio of re-runs to first runs will re- 


tween runs. . 


main about the same.” Glenn Harris, 
program manager of KMTV Omaha, 
says: “If I buy a series of films to run 
on Friday, I do not re-run them on the 
same night. This will keep down com- 
plaints, if any.” His station will main- 
tain its present proportion of 50 per 
cent re-runs. So will Harry C. Jones, 
film director of wcco-tv Minneapolis, 
who points out that “the value of re- 
runs varys greatly with 1) the original 
quality of the product, 2) the days 
and time periods scheduled for sub- 
sequent runs and 3) the quantity of 


re-run properties under contract.” 


Re-Run Advocates 


The outright advocates of re-runs 
are just as numerous. Comments pro- 
gram manager Robert Baldrica of 
wxyz-Tv Detroit: “Public acceptance 
of a good re-run is as good as the 


initial showing.” And Clayton H. 
Brace, program director of KLZ-TV 


Denver, foresees “definitely an increase 
as we go into our second and third 
years of operations.” Arthur V. Cook, 
film director of wvet-tv Rochester, 
N. Y., reports: “Our experience shows 
re-runs have great value from a rating 
standpoint.” The film buyer for KFEL- 
TV Denver, Tom Breen, sums it up: 
“They should not produce films for tv 
which 
repeat.” 
It appears, then, in the short space 


cannot stand at least one 


of a year that deep-set resistance to 
re-runs is being rather rapidly over- 
come. A potent combination is ac- 
celerating the trend: stations must 
have programming in quantity; film 
producers and distributors must have 
a profit incentive; advertisers balk at 
high prices. It would be a rash person, 
indeed, who would say re-runs are not 


here to stay on the television screen. 
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TV Pulls the Cork 


A flood of rich red wine has been uncorked by Mogen David Wine 
whose sales records hardly mellow before they’re broken again. The 
business key to their industrial cellars: television. 

Mogen David Wine Corp. (formerly the Wine Corp. of America) is a 
relatively new organization. It was founded in 1933 in Chicago by Max 
Cohen, present chairman of the 
board, and quickly attained a 
nice volume for a small company. 
But Mr. Cohen 


Markus, partners in bu.iness and 


and Henry 


brothers-in-law in private life, 
felt the real market potential was 
relatively untapped. Their tv- 
conscious agency, Weiss and Gel- 
ler, Chicago, (producers of the 
first Groucho Marx show for 
Elgin American) suggested that 
television might be just the thing 
to give table-thumping impact to 
wine sales, 





The corporation took a flyer. 
It tried a network detective show, 
but cancelled out after six weeks because a blood-and-thunder drama 
didn’t seem the best vehicle for a wine-like-grandma-used-to-make sales 
plea. Next, Mogen David backed a panel show, Where Was I?, over 30- 
odd Du Mont stations. Even though opposed by tough competition, the 
show garnered an 18.6 rating, delivered its impact at a low cost-per- 
thousand. And company sales graphs looked as though they had been 
plugged into an electric socket. 

Last year, Mogen David increased its Du Mont billing to 119 stations, 
the network’s second widest coverage, for Dollar a Second, an American 
tv version of French radio’s bigtime favorite. (The show’s international 
flavor is furthered by coverage in Honolulu and Anchorage.) 

Results have been staggering. The usually strong month of November 
chalked up both monthly and daily sales records, in spite of unseasonal 
warmth which is said to discourage wine sales. In fact, through television, 
Mogen David increased sales 30 per cent in 1951, upped that by another 
30 per cent in 1952, and raised that by 32 per cent in 1953. “Wherever 
we entered a market with television,” Mr. Cohen explains, “we could feel 
an immediate upsurge in the Mogen David sales volume.” 

The company’s advertising budget now is the highest ever, with some 
$1.25 million of its $2 million total going into television. (Billboards get 
another half million, and tbe remaining $300,000 is divided among 
newspapers, radio, spectacular signs, wall signs and bulletins.) And when 
Mogen David wants extra promotion, it reaches for more tv—such as 13 
weeks of New York fights or, recently ended, a special four-week coverage 
of Catholic Youth Organization bouts in Chicago. 

Being the first wine company to enter national tv has also repaid Mogen 
David in other ways, according to Bruce Dodge, Weiss and Geller account 
executive. Television has established repeat purchases, given new import- 
ance to super market sales, helped beat the summer slump with seasonal 
commercials (Mogen David coolers, for example, are pushed during hot 
weather) and has promoted the product as suitable for all consumers, re- 
gardless of race, religion or nationality. The end result is that Mogen 
David today calls itself “the largest selling wine of its kind in the world”. 




















The U. S. Government does not pay for 
this advertisement. It is donated by 
is publication in cooperation with the 
wertising Council and the Magazine 
Publishers of America. 


"then the 
dragon 


came...’ 


Nobody tells a story like Daddy. 
The everyday world fades away as 
his words lead you into a new 

and shining land. 


And what if the Dragon is a bit 
scary? You need only climb into 
Daddy’s arms to be safe and secure 
again before it’s time to sleep. 


To make those we love safe and 
secure is the very core of home- 
making—a privilege known only 
where men and women are free 

to work for it. Taking care of our 
own is also the way we best take 
care of America. For our strength 
is simply the strength of one secure 
home touching that of another. 


Saving for security is easy! Here’s a 
savings system that really works—the 
Payroll Savings Plan for investing in 
United States Savings Bonds. 


Go to your company’s pay office, 
choose the amount you want to save. 
That money will be set aside for you 
before you even draw your pay. And 
invested in Bonds which are turned 
over to you. 

If you can save only $3.75 a week on 
the Plan, in 9 years and 8 months you 
will have $2,137.30. 

U.S. Series “E” Savings Bonds 
earn interest at an average of 3% per 
year, compounded semiannually, when 
held to maturity! And they can go on 
earning interest for as long as 19 
years and 8 months if you wish, giving 
you back 80% more than you put in! 

For your sake, and your family’s, 
too, how about signing up today? Or 
join the Bond-A-Month Plan where 
you bank. 
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INVESTIGATING? ~~ 






This is WAVE-TV's coverage 
area, based on engineering 
studies ond mail response. 


KENTUCKY 


Pow the data books if you wish — but THE way 
to find what TV station gives you the biggest audience 
in Kentucky and Southern Indiana is to 
ASK YOUR REGIONAL DISTRIBUTOR. 


Don't take our word for it. Pick up your telephone and 
call your distributors in Lovisville— 


—and Evansville (101 air miles) 
—and Lexington (78 air miles). 


Ask each, “What is your favorite Louisville TV station?” 


This personal investigation will give you more real dope, at less cost, 


than any other “research” you can do. How about DOING it? 


WAVE-TV 


cue. 2 * LOUISVILLE 


FIRST IN KENTUCKY 
Affiliated with NBC, ABC, DUMONT 
NBC SPOT SALES, Exclusive National Representatives 
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In the picture 


George J. Abrams, advertising manager of Block Drug Co., Inc., has 
been made a vice president. The 36-year old executive who first came to 
Block in 1947 has been handling advertising for the firm’s 20 drug and 
toiletry brands, including the successful Amm-i-dent Toothpaste campaign. 
It was George Abrams who was instrumental in affecting the recent 
switch of Block’s $3 million plus ad budget (tv gets half) from Cecil & 
Presbrey, Inc. to Harry B. Cohen Advertising Co., Inc. Before joining 
Block, he was successively, assistant advertising manager of National 
Biscuit Co. in 1936, product advertising manager of Whitehall Pharmacal 
Co. and, for Eversharp, Inc., director of marketing research and assistant 
merchandising manager. Mr. Abrams holds a master’s degree in business 
administration from New York University. 





Veteran of 21 years with the Procter & Gamble Co. advertising de- 
partment, Howard J. Morgens is admirably qualified for his new post 
of executive vice president in charge of all operations in the United 
States except the cellulose and oil mill divisions. Coming to Pp & ¢ in 1933, 
he brought with him degrees from Washington University in his native 
St. Louis and the Harvard Graduate School of Business Administration. 
His first job in the advertising department was in the brand promotions 
section. In 1948, Mr. Morgens reached the top-level executive area when he 
was appointed vice president in charge of advertising. During his six- 
year term he supervised P & G’s top-level advertising expenditures which 
last year reached $45.5 million, of which $14.8 went into tv. He is a 
member of the p & G board of directors. Mr. Morgens is a director of the 
National Advertising Council, and was its chairman for 1952-53. His 
hobbies: hunting birds (in the fields) and shooting birdies (on the golf 
links). His score is usually in the 80's. . . . Taking over the Procter & 
Gamble advertising responsibilities from Mr. Morgens is W. R. Chase 
who has been upped from his post of advertising manager to general ad- 





vertising manager and member of the administrative committee. Mr. 
Chase, born in Brookline, Mass., is Harvard, both the college, °26, and 
the Graduate School of Business Administration, ’28. He was affiliated 
with Sears, Roebuck & Co. in merchandising and retail store management 
before coming to Procter & Gamble in 1931. At Pp & ¢ he advanced through 
advertising and promotion work to appointment as manager of brand 
promotion division in 1936. He was named the company’s advertising 
manager in 1951. Mr. Chase is a member of the Association of National 





Advertisers. 


Senator Earle C. Clements, Democrat, of Morganfield, Kentucky, 
has replaced the late Senator Hunt of Wyoming as one of the five members 
of Senator Potter’s communication subcommittee. If and when the sub- 
committee’s study of the uhf situation ever reaches the full Senate for a 
showdown vote, Senator Clement’s influence should prove important. He’s 
Minority Whip, a member of the Senate minority policy committee and 
chairman of the Senatorial campaign committee. Entering politics in 
1922, the Kentuckian was a county judge and sheriff; a member of the 
state senate, majority leader in 1944, and then elected to the 79th and 
80th Congress. He was governor in 1947, resigning in November, 1950 
when he was elected to the Senate both to fill out one year of Vice Presi- 





dent Barkley’s term and to serve a full six-year term. 
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In the picture 
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Recently-appointed vice president, Norman Gort, is the man from 
Cunningham & Walsh, Inc. who is supervisor of tv and radio for the 
agency's Liggett & Myers Tobacco Co. $6 million plus account. (Dragnet, 
The Perry Como Show, Chesterfield’s five-city baseball coverage and L & M 
filter cigarette spot campaigns.) The Princeton, ’35, graduate started his 
business career as a factory worker for a railroad supply company in his 
native Chicago. He was its general manager when he left in 1941 to join 
the Air Force. In 1945 he went with the Cunningham & Walsh predecessor, 
Newell & Emmett, as manager of business for the public relations depart- 
ment. He next handled public relations for Sherman-Williams Co., then 
for Liggett & Myers. In 1951 he transferred his Liggett & Myers activities 
to tv and radio. 


Keeton Arnett, elected vice president, administration, Allen B. Du 
Mont Laboratories, Inc., joined firm in 1951 as general assistant to 
the company president, Dr. Allen B. Du Mont. Mr. Arnett landed at the 
Clifton, New Jersey, based laboratories after seeing America first in a 
variety of job experiences. He was graduated from Kentucky’s Center 
College and received a law degree from Cumberland University in Ten- 
nessee. During his career, Mr. Arnett has been a feature writer for the 
Los Angeles Times, a bureau chief news editor at the New Orleans Times- 
Picayune, a member of the Alabama bar and a director of field operations 
for the New York Tax Foundation. From 1944 until he came to Du Mont, 
Mr. Arnett was a senior vice president of the Fred Eldean Organization, 
New York City public relations counsel. 


Phil Hoffman is the new station manager of KLz-Tv Denver. In this 
capacity, Mr. Hoffman will be taking over much of the administrative 
work from the operation’s president and general manager, Hugh B. Terry, 
who recently completed the $3.5 million sale of the station (including the 
am property) from Aladdin Radio and Television, Inc. to Time, Inc. 
Phil Hoffman has been around the broadcasting field for many years and 
in many places. He’s been vice president of the Cowles Broadcasting 
Company stations: KRNT Des Moines, wot Washington, wNax Yankton, 
S. D., and also served as manager of the ABC-TV network flagship station, 
KECA-TV Los Angeles . . . (now KABC-TV). Before assuming his present 
post, the well-known tv and radio executive was vice president of KOAT-TV 
Albuquerque and is keeping a financial interest in that outlet. 


In commenting to TELEVISION AGE on his appointment of Jack Gould 
to a newly-created post with a newly-created title, Information Adviser 
of the Columbia Broadcasting System, Inc., Dr. Frank Stanton, cBs 
president, said: “I have an adviser to guide me in economic matters, Jack 
will be doing the same thing in the information field.” After 17 years with 
the New York Times, Jack Gould is well-equipped to give top-level advice 
on “all the cBs news thats fit to print.” Born in New York City in 1914, 
near 35th and Madison, he attended Loomis Institute in Windsor, On- 
tario. Jack came to the New York Herald Tribune in 1932 and for four 
years covered the Broadway beat. Then to the Times as night club editor 
and drama reporter. In 1943 he switched to the radio department, one 
year later becoming radio and tv editor and critic. 














CLASSIFIED 
ADVERTISEMENTS 


“Situations Wanted”—$10 per inch 
“Help Wanted”—$15 per inch 
Address Box Numbers to: 


Teevision Ace, 444 Madison Ave., N. Y. 22 





SERVICE DIRECTORY 





ART 








HELP WANTED 








PROGRAM MANAGER 


Wanted: program —} manager who can 


build heavy programming into 
sirens. atacien Pchedule. equire 
complete knowledge all aspects of tele- 


vision (not radio) programming, intel- 
ligence, ability to administer as well 
as follow enters. Our station is reason- 
ably new ya. ‘well established in 
pleasant midwestern community. Will 
give more details as we hear from you. 


Box 330, Television Age 





PROMOTION—PUBLIC RELATIONS 


New station located in midwest seeks 
fireball promotion-public relations man- 
ager who has minimum five years ex- 
perience in radio or tv. Job provides 
good salary, fine chance to grow with 
station, solid investment in future. We 
have contacts, need ideas. 


Box 331, Television Age. 

















SITUATIONS WANTED 





SALES MANAGER 





First-rate salesman, currently sales 
manager for national corporation, seeks 
similar position in television field. Ex- 
tensive, reliable and practical sales 
background includes 20 years selling 
experience. Thoroughly acquainted 
with all aspects television and offer 

-level contacts with executives in 
field, nationally. Want to change asso- 
ciation due to personality conflicts in 
present post, but require position and 
salary commensurate ‘with background. 


Box 332, Television Age 





SALES MANAGER 





Young sales manager, currently em- 
pore. seeks station assignment. Of- 

ers eight years solid experience, prime 
agency and advertiser contacts and 
college degree. <oenarate resume plus 
business and personal references of A-1 
quality submitted upon 
suggestion. 


Box 333, Television Age 


your job 











TELEVISION SALESMAN 


Aggressive but pleasant-mannered 
young man, recent college graduate 
(Kenyon) seeks springboard sition 
for tv sales. Background includes sell- 
ing newspaper space during summer 
vacations, plus oné-year’s experience 
as trainee in midwestern advertising 
agency. Strongly interested in_ tv, 
anxious to learn more about it, bright 
enough to be quick student in the right 
sales office. 


Box 334, Television Age 








TRAINEE 
Young New York actress (Equity mem- 
ber) who needs steadier employment 
interested in career behind television 
cameras. — in program produc- 
tion, can ear oe a if neces- 
sary, will ps ocate. 26. 
Box 335, ve Me lh Age 











ARTéyVIDEART 


TITLES — ANIMATION — ID‘S 
TELOPS — FLIP CARDS 
COLOR or B&W — 16 of 35MM 


343 LEXINGTON AVE. 
NEW YORK 16, N.Y. 


LExington 2-7378-9 


(VIDEARI 











CAMERA SUPPLIES 





Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment, Dollies, 
Lenses, TY Camera accessories. Write for 
catalogue or call: 


SALES — SERVICE — RENTALS 


Gamera EQuipment ©. 


1600 Broadway New York City 
JUdson 6-1420 





COMMERCIAL PRODUCERS 


FREE MOVING PUPPETS 
Write or phone for details. 


GLOBAL TELEFILMS INC. 
35 West 53rd Street 
New York, N. Y. 
CIrele 5-7991 








CONSULTANTS 


Wilkam 3 Scripps Ausoc. 


Telecommunication Consultants 
1005 Kales Building 
Detroit 26, Michigan 
WOodward 3-1750 














FILM EQUIPMENT & PROCESSING 


Film Production Equip. 


TV Stations find everything here for | 





producing, processing ecording and 
editing motion sieauwe ‘films! No need to 
shop around—we have it—just ask us. 


$.0.S. Cinema Supply Corp. 
Dept. TA, 602 W. 52nd St., N.Y.C. — Cable: SOSOUND 


LIGHTING 
for your LIGHTING needs, call 


Century oLighting Bais, 
521 West 43rd Street 


New York 36, N.Y. 
CHickering 4-7050 














MUSICAL COMMERCIALS 





phil deuts 
ee enterprises 


“distinctive musical 


commercials” 


1650 BROADWAY ® N. Y. 19, N.Y 
COlumbus 5-8148 


Brochure on request 
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SERVICE DIRECTORY 
ORDER FORM 











Please insert my advertising 
message in your “Service Di- 
rectory Section” as indicated 
below: 
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Last month In Camera mentioned 
that novelist, playwright and Collier’s 
columnist John O’Hara had written 
only two lines of a song he’s been 
working on called “Panic on Madison 
Avenue.” And we suggested that 
TELEVISION AGE readers might help 
Mr. O’Hara finish his lyrics. So along 
comes Robert Seidenberg, assistant ad- 
vertising manager of M. Lowenstein 
& Sons, Inc., with three additional 
lines which he feels tell the whole 
story. (Right off we were struck by 
the fact that a team called O'Hara and 
Seidenberg sounded like a natural and 
after seeing their collaboration we're 
sure of it.) Okay, vamp 'till ready 
O’Hara and Seidenberg: 

Herschel, Herschel— 

We forgot the commercial! 

My God, what the sponsor will say! 

Between I and you, 

We most certainly threw 

Four million in billing away. 

* * oo 

Historical notes: Jules Verne, 19th 
century French writer, thought of tele- 
vision even before the first radio had 
been invented. The author of “20,000 
Leagues Under the Sea” and “Around 
the World in 80 Days” called his con- 
ception of tv, phono-telephoto .. . . 
NBC Film Division’s “Inner Sanctum” 
is sponsored down in_ Atlanta, 
Georgia, by Bunker Hill Corned Beef. 

* * * 

We think it’s about time that some- 
one—and why not us?—pointed out 
how delicate and sensitive tv sponsors, 
agencies and networks are about nam- 
ing their programs. Take the case of a 
certain 15-minute afternoon drama 
currently on the css Television net- 
work. When the present sponsor, who 
makes headache tablets and stomach 
elixir, picked up the show the title 
was immediately changed from “The 
Storm Within” to what it is now, “The 
Secret Storm.” 

* * & 

The other day there was an item 
in the paper about a small boy who 
threw a vase at the tv screen in an 
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effort to save the hero in distress. 
This reminded us of the story of the 
father who was excited about taking 
his four-year-old for the first time to 
the local ball park so that the kid 
could see the game “for real” instead 
of on tv. It turned out to be most 
frustrating experience for the parent. 
Each time Pop tried to explain the fine 
points of the game, he was met with 
a small but anxious voice commenting, 
“look Daddy, there’s activity in the 
Dodgers’ bull pen.” 
os * os 

The best testimonial on the drawing 
power of television that’s come our 
way in a long time is the comment 





made by a Philadelphia bar owner 
when asked why he was taking his set 
out of -his place: “Tv takes people’s 
minds off their drinking.” 

ut * * 

The Pp. 0. Box number for KLAS-TV 
Las Vegas is, appropriately enough, 
711. 
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There’s _ still small tale 
which shows the impact of tv on young 
AND old. This one concerns a father 
who, one. day charged with the care of 


another 


his three-year-old son, managed to 
corral the lad into a chair with the 
idea that they would listen together 
to the father’s favorite symphony. 
(Done, the parent admits, not only in 
the interest of his son’s cultural de- 
velopment but also of his own physical 
well-being. He was worn out.) Any- 
way, father and son sat and listened 


to the music, the boy still and glumly 
attentive. But as soon as a particularly 
lively passage began, he perked up 
and piped excitedly, “there goes the 
sheriff across the range after the bad 
men, bang, bang, bang!” 

Right then and there, the classical 
spell was broken for the father who 
now can think of his once-favorite 
composer only as Hopalong Brahms. 

% & ae 

What's in a name? Les Gaddie is 
news director at WAVE-TV Louisville, 
and Richard Kidney holds the same 
post at wvEc-TV Norfolk. Larry Gutter 
is promotion manager for WOKY-TV 
Milwaukee, then there’s the WMAz-TV 
Macon commercial manager known as 


Red Cross. 
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Money to money: Last month John 
W. Boler, president of North Dakota 
Broadcasting, Inc. (KcJB-Tv Minot 
and KxJB-TV Valley City), came to 
New York’s plush Hampshire House 


‘flush. He made the trip to conduct the 


second annual stockholders meeting 
of N. D. B.’s Special Oil Gusher Trust 
Fund. The stockholders are selected 
agency people who were given shares 
in a live oil well, the 2,000 barrels- 
per-year Berentson Well No. 1, located 
in Bottineau County, N. D. Mr. Boler 
made each of the 90 stockholders in 
attendance a member of the board of 
directors and accordingly gave each 
one a silver dollar. But Mr. Boler’s 
“for free” beneficence was exceeded 
only by his “not for free” decor of 
the meeting room. One large mirror 
was plastered with crisp bills of all 
denominations from $1 to $100, total- 
ling $6,150, representing the expend- 
able income per family in the KXJB-TV 
viewing area. Then there was a tower 
made of more crisp bills adding up 
to $1,085 standing for the number of 
feet of the KxJB-Tv tower. Mr. Boler 
suggested that anyone who cared to 
could check him and count the money. 
At least two agency people in the 
room did for certain. They, of course, 
were from the Pinkerton Agency. 
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